Some Stores Oppose 
Scare Buying; Others 
Advise Stocking up Now 


New York, July 21—Last week 
he consumer could take his choice. 
He could go along with Abraham 
& Straus which took space in local 
ewspapers to plead “keep your 
heet on,” arguing that “Sheets and 
nylons and tires are in abundance. 
here are no shortages anywhere 
so far as A&S knows—and as one 
of America’s retail giants we are 
in a position to know.” 

Or he could take the advice of 
he Diamond K Food Town, a 
Yonkers supermarket, as it ap- 
peared in the Yonkers Herald 
Statesman, which forthrightly ad- 
vertised: “Now is a good time to 
stock up. The news tells the story 
... It might be very worth while 

to keep a full pantry these days.” 


a In Philadelphia, Lit Bros.’ coun- 
sel was clear: “We have to fear 
only those shortages which we our- 
Bselves artificially create. We see no 
reason for hoarding or scare buy- 
ing. We see every reason for play- 
Bing the game squarely and fairly 
swith our boys on the Korean front. 
To our customers we suggest: Buy 
Bonly what you need—be sure the 
Sprice is fair—invest the rest in 
8 U.S. savings bonds.” 
® Or, as Pittsburgh’s Thorofare 
Markets phrased it, “Put a few 
cans of corn and peas away if you 
have the room—it may be a long 
time before such a value can be 
offered again by anyone...” 

“Order your new SINGER SEWING 
MACHINE Now, a limited supply 
still available,” said a black-type 
headline in the Rochester Times- 
Union. 


w “As the World’s Largest Store,” 
said Macy’s sternly, “we’re in a 
good position to know the truth 
about consumer goods. And the 
plain truth, as far as we can see, is 
that there’s no important shortage 
of anything right now. Our own 


(Continued on Page 53) 
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etail Ads Deplore 
and Urge—Hoarding 


BEERY HISTORY—This copy ran last week 
in Baltimore newspapers for Gunther 
Brewing Co., through Ruthrauff & Ryan. 
With war raging in Korea, few people 
noticed immediately the sly underline— 
and Baltimore newsboys folded the front 
pages back so that the ad‘s headlines 
would show, and used the theme in 
hawking their papers. 


Pattern of New 
Controls Begins 
to Take Shape 


Materials, Production, 
Inventories and Credit 


All Will Be Regulated 


WasHINGTON, July 20—It will 
still be several weeks before the 
nation’s new $10 billion pre- 
paredness program begins to hurt 
consumer goods production, but the 
impact, when it comes, is going to 
be very serious. 

As the situation jelled this week, 
the prospects appeared to be: 

1. Before long—probably by fall 
—complete government control will 
be established over basic materials. 
The government probably will reg- 
ulate inventories and curtail “less 
essential” civilian industries. 

2. For the moment, no price con- 
trol or rationing at the consumer 
level will be instituted. In the off- 
ing is a stiff excess profits tax to 
dampen the incentive to “profiteer.” 

3. A determined effort will be 
made to “cut back the consumer” 
by tightening credit restrictions 
and by taking away more of his 
spending power through higher in- 
come taxes. 


a Mechanics of the materials con- 
trol programs have yet to be con- 


59|sidered. Within a few days, gov- 


ernment officials probably will 
organize a steel advisory commit- 
tee in order to set up a temporary 
allocation system. 

Once the legislative authority 
exists, it seems virtually certain 
that a special agency, similar to 
the old War Production Board, will 


4g|be created. It would handle con- 


trols over critical materials — in- 
(Continued on Page 53) 
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More Ad Dollars Needed As Output 
Soars, Johnson Tells Marketers 


Networks Reject 
ANA Invitation 
for Rate Talks 


New York, July 21—Assn. of 
National Advertisers’ plans to sit 
down with the four radio networks 
and discuss its concern over the 
“decline in radio time values” 
were stymied as AA went to press. 

At week’s end it was believed 
that neither ABC, CBS, Mutual or 
NBC would attend the July 26 
meeting to which the ANA had 
invited them. 

Early this week, Paul B. West, 
president of the association, asked 
representatives of the four net- 
works to meet with the ANA’s ra- 
dio and TV steering committee to 
see its recently completed presen- 
tation on trends in radio listening 
(AA, July 10). 


ws On Thursday, CBS, acting on 
the advice of counsel, declined the 
ANA’s invitation. No official words 
were forthcoming from the other 
networks, but they, too, are not ex- 
pected to be present. The broad- 
casters’ legal staffs, fearful of anti- 
trust implications, are said to have 
strongly advised against the meet- 
ing. 

Radio’s reaction to the advertis- 
ers’ proposal was voiced in an edi- 
torial in Radio Daily: 

“Probably the best way for the 
radio networks to cope with the 
ill-timed and ill-advised move of 
the Assn. of National Advertisers 
to beat down nighttime network 
rates is to boycott the committee 
meeting planned for July 26. 

“By boycotting the meeting, ra- 
dio can effectively serve notice on 
the ANA radio and television 
steering committee that they are 

(Continued on Page 57) 


, Inc. 


CONE MAME ERED 


CONTROLS B.O.—This ad will appear 
in more than 200 newspapers introduc- 
ing Nullo tablets, a new breath and body 
deodorant taken internally (AA, July 17). 
Magazines, TV and radio will be used 
later. DePree Co., Holland, Mich., is the 
manufacturer and Casler, Hempsted & 
Hanford, Chicago, the agency. 


Status of Radio 
and TV Industry 
Still Unsettled 


WASHINGTON, July 20—Radio 
and publishing industry represent- 
atives have had very little suc- 
cess this week in their efforts to 
learn what a $10 billion pre- 
paredness program is likely to 
mean to their industries. 

But the situation appears to be 
shaping up this way: 

For radio and TV, a cutback in 

(Continued on Page 56) 


Last Minute News Flashes 


Minneapolis-Honeywell Names FC & B 


MINNEAPOLIS, July 21—Minneapolis-Honeywell Regulator Co. on 
Monday (July 24) will announce the appointment of Foote, Cone & 
Belding, Chicago, to handle all national and trade advertising for the 
company’s heating, commercial, aeronautical and export divisions. 
The appointment is effective Jan. 1, 1951. Addison Lewis & Associates 
formerly directed the account. Aitkin-Kynett Co., Philadelphia, will 
continue as agency for the company’s industrial division; Hamilton 
Advertising Agency, Chicago, will continue on the Micro-Switch divi- 
sion account and Ronalds Advertising Agency, Toronto, will continue 
to handle advertising for the Minneapolis-Honeywell Regulator Co. 


Ltd., Toronto. 


Stoppers Introduces Breath Tablet; Names Weir 


New York, July 21—Stoppers Inc., a new company, has named 
Walter Weir Inc. to handle advertising and promotion in connection 
with introducing a new breath deodorizing tablet. Plans for adver- 
tising are under way, using newspapers and radio. 


Katz, Blair, Free & Peters Plan TV Service 


New York, July 21—Katz Agency, John Blair & Co. and Free & 
Peters are expected to announce plans soon for a joint operation for 
the procurement of TV programs to be made available to national 
advertisers on a spot basis only. Details of the precedent setting ven- 
ture, which was undertaken to put spot in a stronger competitive po- 
sition with network TV, are being withheld pending the official an- 
nouncement by the station representatives. 


Videodex Rating Service Named by 3 


Cuicaco, July 21—Jay & Graham Research Inc. announced today 
that DuMont Television Network, General Mills and Compton Adver- 
tising have signed for its Videodex television program ratings. 


(Additional News Flashes on Page 57) 
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Domestic Marshall Plan 
Suggested by Luckman at 
AMA Summer Conference 


San Francisco, July 19—The 
Korean conflict, “while it may 
temporarily convert an important 
share of some industries to pro- 
duction for war, cannot alter the 
basic fact that Americans must 
learn to live a third better than at 
present within the next five years. 
Otherwise they will not be taking 
advantage of even the minimum 
opportunities that are within their 
reach.” 

This optimistic analysis of the 
economic climate was given to the 
midsummer conference of the 
American Marketing Assn. and 
the San Francisco Advertising 
Club here today by Arno H. John- 
son, vice-president and director of 
media and research of J. Walter 
Thompson Co., New York. 

“We can have an expanding 
economy soundly based on in- 
creased productivity,” Mr. John- 
son asserted. “There is evidence 
that within five years America can 
support a peacetime production of 
over $330 billion through improved 
living standards, providing the de- 
sires and demands for changes in 
the standard of living by the mass 
of our population can be made in- 
sistent.” 


@ For years “we have been under- 
estimating the market potentials 
in America,” Mr. Johnson insisted. 
“In the ‘mature economy’ days 
we planned on a future of heavy 
unemployment and a leveling off 
of the standard of living. It took 
a world war to prove our produc- 
tive ability—a productive ability 
that if utilized in peacetime could 
support a standard of living double 
the 1940 standard, and at least a 
third better than our present lev- 
el.” 

Using much of the material, in- 
cluding charts and tables, which 
was first presented in an article 
which he wrote for the May 29 
Market Data Issue of ADVERTISING 
AGE to bolster his point that all the 
economic indexes point upward 
and toward a rising standard of 
living for the country, Mr. John- 
son said that “instead of lapsing 
back into a ‘boom or bust’ psychol- 
ogy, or the belief that a ‘primary 
postwar depression’ is inevitable, 
we should be making plans now to 
capitalize on the real opportunities 
for a rapid increase in our stand- 
ard of living—as fast as consistent 
with our present war needs.” 


w Aggressive selling and mer- 
chandising are required to make 
the possibilities for a higher stand- 
ard of living materialize into real- 
ities, he emphasized; otherwise the 
full potentialities of the situation 
cannot be realized. 

“Recognition of these changed 
conditions in consumer purchasing 
power should bring about a 
changed attitude toward the share 
of marketing effort devoted to in- 
fluencing the consumer directly,” 


(Continued on Page 54) 
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‘American Family’ 
Announces 25% Hike 


in Rates, Guarantee 


Cuicaco, July 21—The American 
Family Magazine will increase its 
circulation guarantee from 400,000 
to 500,000, effective with the Nov- 
ember issue. Advertising rates also 
will be increased 25%, to $1,500 
for a b&w page. 

This is the second rate and 
guarantee increase this year for 
The American Family. On May 
1 it upped its guarantee from 300,- 
000 to 400,000 and its rates 3344%. 

M. O. Lokensgard, publisher, 
said that the magazine now is of- 
fering regional editions to adver- 
tisers for the first time. Avail- 
able, in addition®to the national 
edition with full 500,000 circula- 
tion, will be a Chicago edition, 
with about 75,000 circulation, and 
a midwestern edition with about 
270,000 circulation (including Chi- 
cago). 


The American Family is dis- 
tributed through 5,000 independent 
grocery stores, both cooperatives 
and voluntary groups. 


General Electric Names 3 


H. W. Gouldthorpe has been 
named manager of the transporta- 
tion divisions of General Electric 
Co. in Schenectady. He has been 
manager of engineering of the GE 
locomotive and car equipment di- 
visions in Erie, Pa. J. H. Gauss, for- 
merly assistant manager of sales 
for the locomotive and car equip- 
ment divisions, has been appointed 
manager of sales of the transporta- 
tion divisions. James F. Stark has 
been named sales manager of the 
heating device division in Bridge- 
port, Conn. 


Two Appoint Esmond Agency 


Lawrence Esmond Advertising 
Corp., New York, has been re- 
tained to handle the advertising of 
David Traum Co., New York, spe- 
cialist in sewing aids and notions, 
and Heirloom Needlecraft Guild 
Inc. Consumer and trade publica- 
tions will be used. 


Guenther Agency Promotes 
Dock to Fsorsesinens 


Albert Frank- 
Guenther Law, 
New York, has 
appointed George 
Dock Jr., who 
joined the agen- 
cy last fall as ac- 
count executive, 
to vice-president 
and account ex- 
ecutive. 

Mr. Dock was 
with Halsey, Stu- 
art & Co., invest- 
ment banker, and Fuller & Smith 
& Ross before entering the agency. 
He is the author of “Constructive 
Customer Relations for Banks,” 
published by the American Insti- 
tute of Banking. 


Appoints Waldie & Briggs 

Waldie & Briggs, Chicago, has 
been named to handle the adver- 
tising and sales promotion pro- 
gram of the merchandise sales di- 
vision of Whiting Corp., Harvey, 
Ill., producer of industrial equip- 
ment and machinery. 


George Dock Jr. 


With the June, 1950 issue, the 
circulation of Transportation Sup- 
ply News was increased to over 


its 
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All the existing transportation industry market coverage 
remains the same but the coverage of highway trucking companies 
was increased to 20,000 copies monthly which accounts for the 
over-all increase from 45,000 to over 57,500. 


TSN’s present expanded coverage of buyers in all phases of the 
transportation industry makes advertising in TSN a better invest- 
ment than ever. Some of the other pertinent factors that make 
TSN a logical part of every transportation industry advertising 


schedule are: 


e@ TSN’s tabloid new product information 
newspaper format assures thorough 


readership and eliminates 
vertising. 


e TSN has proven ability to produce high 
quality inquiries for advertisers — the 
sort of inquiries that mean sales and 


new accounts. 


Write 


“buried” ad- 


e TSN’s advertising is not only effective 
but economical for all size advertise- 
ments. For example, the cost of a 7 by 


10 advertisement, on a 12 time schedule, 
comes down to only $5.65 per thousand. 


volume. 


e TSN continues to gain each month in 
advertising, in spite of a generally de- 
clining over-all magazine advertising 


the latest market and publication information. Available are 


folders: (1) The Transportation Industry Market, (2) Comparative Market Coverage 
Facts, (3) Comparative ‘Cost per Thousand” Data. 


Transportation Supply News is affiliated 
with Traffic World (weekly), 
fic World, Traffic Bulletin (weekly), 
College of Advanced Traffic. 


Daily Traf- 
and 


Transportation 
Supply News — 


418 S. MARKET ST., CHICAGO 1, wt 
New York 17—122 East 42nd St. 


GF to Sell Gaines Dog Food Through 
Grocers Only; Advertising Plan Told 


New York, July 19—General 
Foods Corp. will use magazines, 
business papers, radio and point 
of purchase material to announce 
a change of distribution for Gaines 
products in September. 

After Sept. 1, Gaines dog foods 
will be marketed exclusively 
through grocery channels, thereby 
eliminating feed wholesale and re- 
tail outlets, which have been mer- 
chandising 40% of the division’s 
dog food. 

Wesby R. Parker, at a press 
luncheon today, pointed out that 
the distribution change fits in with 
the company’s policy of marketing 
retail products through grocery 
outlets. 

The campaign will have as its 
theme, “Save! Buy Gaines in large 
economy sizes from your grocer.” 
The Gaines drive will push sales 
of 25 and 50-pound packages in- 
stead of the smaller amounts now 
on grocers’ shelves. 


es Howard Gorman, advertising 
manager of Gaines division, ex- 
plained that General Foods will 
promote the canine food by em- 
phasizing economy purchases and 
the convenience of buying in gro- 
cery stores and chains. Business 
paper advertising and dealer pro- 
motion will stress retailer profits. 

Edward Ebel, general sales man- 
ager for Gaines, warned that “gro- 
cers have made the mistake of 
thinking that large bags of dog 
food are for kennel use only.” He 
said that larger sizes may be 
bought at considerable saving by 
householders who own large dogs 
or several small dogs. 


a General Foods will introduce its 
plans to wholesale and retail gro- 
cers during a series of 130 sales 
meetings to be held across the 
country starting Aug. 12. A pro- 
motional film, “Big Gains for Gro- 
cers,” will tell grocers that the 
company is primarily interested in 


| serving the grocery trade and will 


outline merchandising plans for 
retailing Gaines as a grocery prod- 
uct. 

The company is making plans 
for cooperative merchandising 
plans which would tie in other 
products for the dog world with 
Gaines retail promotion. Details 
of the plan were not revealed and 


Advertising Age, July, 24,” 


were classified as still in 
“formulative” stage. 
Magazines set to launch 
campaign in September inclug 
Hunting & Fishing, Life, Outdoorgy 
man and Sports Afield. In Octobeg 
The American Weekly, Farm Joufe 
nal, Field & Stream, Grit, Ho 
hold, Outdoor Life, Outde 
Sportsman and The Saturday E 
ning Post will join the schedulg 
Eleven business papers will ca 
Gaines copy promoting grocer 
sales starting in September. 


a Gaines will get hitchhikes og 
“Juvenile Jury” over the Mutug 
Broadcasting System and on “Wen 
dy Warren and the News” over thy 
Columbia Broadcasting Syst 
Both programs are regular} 
scheduled GF broadcasts. 

Grocers will have sales materi@ 
ranging from posters to she 
cards. 

Benton & Bowles, New Yo 
handles advertising for the Gai 
division. ) 


Cohen Agency Adds Lewis 
on Fitch & Westmore Ads 


Harry B. Cole 
en Advertisi 
Co., New York 
has appoint 
William H. Lew 
is Jr., formerl 
an account exee 
utive with Comp 
ton Kiverieng 
as an account ex ~ 
ecutive and ment 
—_ $ the plan 

oard. 

W. H. Lewis Jr. Mr. Lewis will 
be assigned to handling product 
of the F. W. Fitch Co., division di 
Grove Laboratories, and the House 
of Westmore cosmetics. { 


Ross Roy Appoints Dearth 


Robert A. Dearth, former ae. 
count executive and chairman @ 
the new business committee i 
the Cleveland office of a 
Erickson, has been appointed # 
head the new business staff 
Ross Roy Inc., Detroit agency. 


Establishes New Color Rate 


Effective Aug. 1, the Los Aw” 
geles Evening Herald & Expres” 
will have a flat premium rate f@ 
color advertising of $385 (one be | 
or and black). The new rate 
apply to all color ads up to fulk 
page units. { 


FTO Ne 5 


Advertise outdoors and no one forgets 1 


atoms rer 


REPETITION. Gulf uses GOA panels 
to hammer its story home till 
motorists simply can’t forget it. 
And that’s just what happens 
when you advertise through GOA. 
Your prospects see your ads over 


1925 Silver Anniversary Year 1950 


and over, till your message is 


pounded in .. . for good! General 
Outdoor Advertising Co., 515 &. 
Loomis St., Chicago 7, Il. 


* Covers 1400 
leading cities 
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Ever see a kid who 

didn’t want something? 
With such natural 
equipment as a tear, 

a pout and a smile he 
makes others want, too .. . 
especially parents! 

With both desires and 
dough, America’s 8 to 20 


year olds are a booming 
market in themselves. 
And as an active, vocal 
and persistent factor in 
family purchases, they 
are your lifeline to 

the marketplace. 


Represented by 


Richard A. Feldon & Co., Inc. 
205 East 42nd Street ; 


PORTLAND 
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St. Regis Sells Mill 


St. Regis Paper Co., New York, 
has sold its paper mill in Norfolk, 
N. Y., to interests headed by Harry 
Peralman, president of the Nation- 
al Paper Corp. of Pennsylvania, 
Ransom, Pa., manufacturer of san- 
itary papers. The former produc- 
tion of St. Regis at Norfolk will be 
taken over by other units of the 
company in Deferiet, N. Y.; Bucks- 
port, Me.; Kalamazoo, Mich., and 
Sartell, Minn. 


Maloney Names Sullivan 

Maloney Packing Co., Brighton, 
Mass., packer of Busy Bee meat 
products, has placed its advertis- 
ing with Daniel F. Sullivan Co., 
Boston. 


Newsprint Supply 
Problem Returns, 
Williams Reports 


ROANOKE, VA., July 21—News- 
paper publishers were urged here 
today to keep their newsprint con- 
sumption within the available 
supply. 

The appeal was voiced by Cran- 
ston Williams, general manager 
of American Newspaper Publish- 
ers Assn., in a speech before the 
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Virginia Press Assn. He also re- 
ferred to an American Newspa- 
per Guild proposal that the guild 
become newspaper publishers, say- 
ing it might prove “an enlighten- 
ing experience.” 

Speaking of the newsprint situa- 
tion, Mr. Williams described sup- 
ply as being “tight” and said there 
are evidences of “a spot market 
with sales at prices higher than 
the contract price.” 


s “Publishers should make up 
their minds today, and not put it 
off until tomorrow, to use only 
the amount of newsprint they can 
get under their contracts and 
above all, do not start bidding 
against each other in a spot mar- 
ket that can spiral upward,” he 
said. 

According to Mr. Williams, the 
percentage of increase in news- 
print consumption “is growing 
faster than the increase in adver- 
tising linage. To put it another 
way, the percentage of unpaid con- 
tent of newspapers is greater now 


than a year ago.” 

“There is no dodging the fact,” 
he went on, “that the present in- 
ternational situation can have far- 
reaching effects on our economy 
and particularly on the newsprint 
situation. 

“Among the basic production 
items listed by our Munitions 
Board as a part of the potential 
bottlenecks in wartime are pulp, 
paper and paperboard. Plans have 


already been completed in Wash-' 


ington looking towards the time, 
if the situation requires, to con- 
trol production as well as use of 
all kinds of paper, including news- 
print.” 


s Mr. Williams said the consump- 
tion rate on newsprint “is higher 
than anyone anticipated last Jan- 
uary.” He pointed out that an 
ANPA survey indicated 1950’s 
newsprint consumption figures 
would be about 2% over 1949. Ac- 
tually, he said, during the first six 
months of this year there was a 
6.5% hike in consumption over the 
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THE : 
INSTITUTIONAL 
MARKET 


What are institutions? Glance over 
the list below and you will quickly dis- 
cover that institutions constitute a mar- 
ket of genuinely big consumers... a 
market of virtually unlimited oppor- 
tunities for manufacturers of all types 
of products that have an application 
to this broad field. 

Here is an ever-expanding field 
that is constantly in the process of 
building, remodeling, equipping and 
re-equipping, furnishing and refurnish- 
ing... a field in which purchases for 
maintenance and repair alone run into 
millions of dollars each year. 

Whatever your product might be, 
if it is one that is required in any of 
the countless phases of institutional 
operations involving either mass hous- 
ing or mass feeding, your most direct 
approach to this market is through the 
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Once Again .. . FIRST AWARD 
to INSTITUTIONS MAGAZINE 


Four times in four years! Once more in 1950 
INSTITUTIONS Magazine has won the topmost 
honor for Editorial Achievement in the annual 

d d by Industrial Marketing 
among hundreds of business publications. The 
plaque shown cbove, representing the latest 
award, is in recognition for INSTITUTIONS 
Magazine's special editorial efforts of the 
past yeor. 


THESE ARE INSTITUTIONS 


INSTITUTIONS Magazine and INSTITUTIONS 
CATALOG DIRECTORY reach the buying and 
specifying factors in the following institutions 
which make up the institutional field: 


* Hotels * Asylums, Municipal and 

* Hospitals State Institutions 

* Schools * Restaurants and Cafeterias 

* Colleges and Universities *° Army, Navy and Government 

* Industrial Cafeterias and —_—nstitutions 
Restaurants © Office and Public Buildings 

* Jobbers, Dealers and * YMCA’s, YWCA’s and YMHA‘s 
Distributors * City and Country Clubs 

_* Steamships Lines and * Utilities 

Shipyards * Architects, Engineers, 

* Railway Systems Decorators and Designers 

* Airlines © Other Institutions 


pages of INSTITUTIONS Magazine and 
INSTITUTIONS Catalog Directory. 
Your product advertising in these 
two publications serves as the key that 
opens the way to volume selling in the 
institutional field . . . the means by 
which you can reach most effectively 
and economically the principal buying 
and specifying personnel in these vari- 
ous types of institutions. 
If your product falls in any of the 


_ many institutional categories, we are 


prepared to assist you in your market- 
ing problems. Learn how we can serve 
you in this capacity . . . write direct or 
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comparable period last year (e 
lier story on Page 23). 

“If the present rate of ne 
print consumption continues 
the remainder of this year,” 
said, “the total estimate for 1] 
will be close to 5,900,000 tons 
all-time high. That 6.5% incre 
over last year in terms of tonn 
is more than 350,000 tons—the oy 
put of three such mills as eith 
the Southland in Texas or Cog 
River in Alabama.” 

Mr. Williams said publishe 
failed, early this year, to order 
much newsprint as North 
ican mills could produce. “Th 
publishers underestimated th 
needs in 1950. The tonnage whie 
could have been produced d 
the early part of this year has b 
lost.” 


s “Some major manufacturers 
behind on their orders but ho 
to cover their current deficit b 
fore Jan. 1, 1951,” he said. “Hoy 
ever, any one of several factoy” 
could prevent full productiq” 
Mills in Canada, Newfoundlani_ 
and the United States are runnin 
now at full capacity—24 hours, 
day, 6 days a week.” 

Speaking of the newspape 
guild proposal to publish news 
papers, Mr. Williams said the ida 
is “healthy” and represents th 
“best possible rebuttal of the argu 
ment that the press is not free” 

He said there is nothing to pre 
vent the guild, the Internationg 
Typographical Union or anyon 
else from starting a newspaper. 

“The guild is entitled to its opin- 
ion that newspapers have deter 
iorated editorially,” he _ said 
“Everyone is entitled to his opin 
ion, be it with or without founds — 
tion in fact. And we join wit 
the guild in concern over news 
paper mortality. 


s “However, I take issue,” he said 
“with the guild’s position that thi - 
is because of a desire to create: | 
monopoly in the newspaper field 
I have yet to hear of a newsp# 
per merger for the purpose ¢ 
creating a monopoly. For the mos 
part, newspaper mergers af 
caused by purely economic fat 
tors—one of plain dollars ani 
cents. When a business fails 
take in as much money as it pays 
out, it looks for the remedy. h 
many cases the remedy in th 
newspaper business could only be 
found through merger. 

“No small factor in the economit 
picture,” he said, “has been the 
failure of union employes to face 
the plain facts and their continued 
demand for ever-increasing wages 
and salaries and shorter hours in 
spite of the economic picture o 
earnings and expenses.” 


Gets Western Union Account 


Albert Frank-Guenther Lav, 
New York, has been retained by 
Western Union Telegraph Co. 3% 
its advertising agency. Newspi 
pers, magazines, trade publicatio = 
radio and point of sale mate 
will be used. Advertising will fea 
ture the theme, “A telegram com- 
mands attention—gets results.” 
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Winner of ‘Miss TV 
of 1950’ Title Will 
Be Crowned Sept. 2 


Cuicaco, July 20—Winners of 
beauty contests sponsored by tele- 
vision stations throughout the 
country will gather at the Chica- 
go Fair of 1950 on Sept. 2 to com- 
pete for the title of “Miss U. S. 
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Television of 1950.” 

The combination talent hunt and 
beauty contest already is under 
way in 14 cities, according to Wal- 
ter Schwimmer, head of Radio 
Features Inc., which has organized 
the project. More than 20 cities 
eventually are expected to conduct 
the local contests. 

Contestants must be single, be- 
tween the ages of 18 and 28, and 
be able to demonstrate vocal, 
dramatic, instrumental or terp- 
sichorean talents. Each week 
throughout the summer, a grou 
of candidates in each city w 
compete in the talent contest, and 
later reappear in bathing suits. 


ws Prizes have not been announced 
in all cities, but in Chicago, for ex- 
ample, the candidate winning the 


—— = -. or 


“Miss Chicago Television” title in 
the WGN-TV contest will receive 
more than $1,000 in awards, plus 
prizes won in the weekly qualify- 
ing competition, Miss U. S. Tele- 
vision of 1950 will be the recipient 
of more than $10,000 in prizes. 
Purpose of the project, of course, 
is to stimulate summer televiewing 
and local interest in the medium. 


‘Bride’ Starts Test 

Modern Bride, Chicago, a quar- 
terly published by Ziff-Davis, has 
started a nine-week test ad cam- 
paign for circulation in the Chi- 
cago Tribune, Detroit News, Mil- 
waukee Journal, New York Daily 
News, Pittsburgh Press and San 
Francisco Examiner. The ads, two- 
inches deep, will be headed: “Get- 
ting Married?” Nine inserts will 
appear in each paper. 


a! See 


Wide Line of Foods Get Duncan Hines Labej 


Irnaca, N. Y., July 19—Fran- 
chise contracts with 12 food pack- 
ers and 13 ice cream manufac- 
turers throughout the country have 
been signed by Hines-Park Foods 
Inc., according to Roy H. Park, 
president of the concern which 
soon will distribute more than 50 
food items bearing the Duncan 
Hines label (AA, May 1). 

All contracts have been signed 
since the organization began its 
national franchising program of 
the Duncan Hines brand four 
months ago. The company will 
maintain control checks at the 
point of sale, and Duncan Hines 
gave final approval to all of the 
products, which first had to pass 
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quality standards established by 
the franchiser. 

Mr. Park pointed out that Hines. 
Park foods will enable the inde. 
pendent packer and manufacturer 
to have a brand name with na 
tional consumer acceptance. He 
explained that the Hines brang 
will be “plus business” for the 
independent, and that sales wil] 
utilize regular distribution chan. 
nels of broker-to-wholesaler of 
chains. 


a “The continued trend is towarg 
self-service sales,” Mr. Park said, 
“and by actual test the Duncan 
Hines name stands for good food 
and good eating among the top half 
of the American people who are 
the most brand conscious and most” 
able to buy the brand of their 
choice.” 

Though most of the food items 
are going on the market with the 
1950 pack, mushrooms packed by 
Mushroom Cooperative Canning 
Co., Kennett Square, Pa., have 
already gone on sale. Pimentos 
packed by Besco Products Co., Or. 
lando, Fla., have been offered for 
delivery in August. 

Besides these two, other com- 
panies receiving franchises are; 

Westfield Planters Cooperative Fruit 
Products Inc., Westfield, N. Y. (grape 
juice); C. C. Lang & Sons Inc., Baltimore © 
(pickles); St. Mary’s Packing Co., Sidney, 
O. (tomatoes, tomato juice, puree and 
sauce, regular and oven-baked pork and 
beans, butter, red kidney and lima beans, — 
and pumpkin); H. C. Christians Co., Chit 
cago (butter). 

* James H. Black Co., Chicago (pure — 
preserves, jams and jellies, mayonnais¢, 

Russian and regular-type French dressing, — 
Thousand Island dressing and tartar 
sauce); Dairyland Cooperative Assn, 
Juneau, Wis. (evaporated milk and blue 
cheese); Clyman Canning Co., Clyman, 
Wis. (beets and carrots); Delta Prod 
ucts Co., Wilson, Ark. (vegetable short 
ening and margarine); Pratt Low Corp, 
Santa Clara, Cal. (spiced fruits, celery 
and artichoke hearts); and Golden Kist 
Pecan Growers Assn., Waycross, Ga. (pe 


cans). 
Ice Cream manufacturers have bees 
franchised in Kansas City; Beaumont 
Tex; Denver; Wichita, Kan.; Indianapolis, — 
Lawton, Okla.; Allentown, Pa.; Austin, 
Tex.; New Albany, Ind.; Lexington, Ky, 
Houston; Red Lion, Pa.; and North Littk 


Rock, Ark. 


Bernard Zerbe to Join 
Murray Breese as V. P. 

Bernard Zerbe has resigned ag 
managing editor of American 
Druggist, effective Aug. 1, to be 
come a_ vice 
president of Mur- 
ray Breese As- 
sociates, New 
York agency 
specializing in 
pharm aceuti- 
cal accounts. At 
Breese, he _ will 
service accounts, 
write copy and 
aid in agency 
planning. 

Prior to join- 

ing American 

Druggist eight years ago, Mr. Zer- 
be was assistant to the secretary of 
the National Assn. of Chain Drug 
Stores, the late F. J. Griffiths. 


Di-Noc Promotes Munn 

Worth E. Munn, in charge of the 
technical division of the sales de- 
partment of Di-Noc Co., Cleveland, — 
film manufacturer, has been ap- © 
pointed a vice-president of the 
company. 


‘Mail’ Names Williams A. M. 

Elbert Williams has been named | 
advertising manager of the Mail, 
Myrtle Creek, Ore. 


ee See 


shentily 
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What makes a newspaper great? 


The lady coyly ogling the Timid 
Male in the above picture is Miss 
Carol Channing, star of the Broadway 
musical smash, Gentlemen Prefer 
Blondes. What Miss Channing is 
thinking about is anybody’s guess. 

The umbrella-toting gentleman 
being preferred at the moment is Mr. 
John Sherman, dramatic critic of the 
Minneapolis Star and Tribune,* a 
gentle soul whom kind fate has flung 
into this spectacular predicament. No- 
body knows what Sherman is thinking 
about. You'll have to wait until he 
files his copy. 

Even on as choice an assignment as 
reviewing fifteen New York stage hits 
and talking with their stars, many of 
whom are long-time friends, John 
Sherman allows no chink to open in 
his critic’s armor—a typically non- 


* Circulation of the Minneapolis Sunday Tribune 
000 


a. 


~committal expression enlivened occa- 


sionally by a wan smile or a slight 
wince. Twenty years of writing about 
plays and players have made Sherman- 
in-public polite but uncommunicative. 
Under severe pressure he will venture 
a diffident opinion about the weather, 
but his professional comments on the 
theater and concert stage are reserved 
for his Minneapolis Star and Tribune 
column which is one of the major 
delights of the largest audience of 
newspaper readers in the Upper Mid- 
west. 

Sherman-at-the-typewriter is an- 
other man. Hesheds his Milquetoastish 
cocoon, takes flight in some of the 
sprightliest, wittiest, most literate 
prose available on any front porch or 
newsstand for a nominal fee. Sherman’s 
analysis of a play is frequently as 
entertaining as the play itself. His 
comments, while sometimes salty, are 
never acid. And his enthusiasms have 


helped turn many an artistic triumph 
into a financial success as well. 

In a region where Little Theater 
groups burgeon, where road show 
managers whistle cheerily, where the 
Minneapolis Symphony draws some 
of the largest orchestra audiences in 
the nation, John Sherman contributes 
much to the intellectual vigor. and 
spirit which help to keep the Minne- 
apolis Star and Tribune the best-read, 
best-liked, most-enjoyed newspapers 
of the great 225-county area called 
the Upper Midwest. 


Minneapolis 
Star axd Tribune 


EVENING MORNING & SUNDAY 


600,000 SUNDAY - 475,000 DAILY 


JOHN COWLES, President 
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Schlitz Signs ABC-TV Show 
Joseph Schlitz Brewing Co., Mil- 
waukee, has signed to sponsor the 
Pulitzer Prize Play series over the 
American Broadcasting Co. video 
network (9-10 p.m. EST), begin- 
ning in October. To date the time 
has been cleared on about 17 sta- 
tions, although additional outlets 
probably will carry the program. 
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113 WEST 57% STREET 
NEW YORK '9 
PL7-6616 


No ‘Field & Stream’ 
Management Shift; 
Rigg Is Chairman 


New York, July 20—Troubled 
by rumors circulating in the pub- 
lishing industry about its recent 
change in owner- 
ship, Field & 
Stream announc- 
ed last week that 
its sale will in- 
volve no change 
in management. 

Clint W. Mur- 
chison & Associ- 
ates, Dallas, re- 
cently acquired a 
controlling inter- 
est in the pub- : 
lication (AA, = oe 
June 12), an action which raised 
speculation about administrative 
changes in the magazine’s organ- 
ization. 

The publication has elected Ed- 
gar T. Rigg, president of Henry 
Holt & Co., as chairman of the 


board of directors. 

Eltinge F. Warner, publisher of 
Field & Stream since 1906, will 
continue to head operations in that 
capacity. Frederick Klaner, vice- 
president and advertising director, 
also will remain in his former 
capacity. 


a Other executives of the publica- 
tion continuing with present as- 
signments include: J. Williams 
Macy, vice-president and western 
advertising manager, and Elmer 
J. Chambers, secretary and treas- 
urer. Conaway & Klaner, publish- 
ers’ representative, remains as rep- 
resentative for Field & Stream on 
the West Coast. 


Boston Art Directors Elect 


Abe Loeb, of Berke Bros. Distil- 
leries, has been reelected to his 
second term as president of the 
Art Directors Club of Boston. 
Other officers elected are: Leon- 
ard Sanderson, Alley & Richards, 
vice-president; Kenneth Morang, 
consultant art director, secretary, 
and John Awtry, Jordan Marsh 
Co., treasurer. 


Dry Forces Seek 
Law to Cripple 
Beverage Sales 


SALEM, OreE., July 20—Brewers, 
distillers and wine marketers who 
distribute their products national- 
ly soon may face the alternatives 
of giving up distribution in Ore- 
gon or bowing out of national me- 
dia. 

If dry forces in this state suc- 
ceed in their efforts to amend 
the state’s alcoholic beverage con- 
trol statutes, alcoholic beverage 
advertisers would be prevented 
from selling any beverage “ad- 
vertised within the state by pro- 
motive advertising, whether such 
advertising shall originate within 
the state or otherwise.” 

Alcoholic beverage dealers here 
hope that advertising groups will 
join in the fight on a statewide 


BIG BUSINESS FOR ADVERTISERS WHO USE THE 
GREAT AND GROWING CIRCULATION OF THE NEWS 
TO SELL THE BIG AND BOOMING DETROIT MARKET! 


453,684 


largest weekday circulation ever reached by any Michigan Nowepeper 


965,658 | 


largest Sunday circulation 


* The Detroit News now 
delivers 108,671 more cir- 
culation in the Detroit 
trading area than the 
morning paper, and 
50,652 more than the 
other evening paper. 


in Detroit News’ history 


the 


* 


A.B.C. figures for 
6-months period 


ending March 31, 1950 


Owners ond Operators of Radio Stotions WWJ—WW)-FM— WWI-TV 


Eastern Advertising Offices: 110 E. 42nd St., New York 17—under management of A. H. KUCH. 


Advertising Age, July 24, 1959 


“Langer bill,” which would crip. 
ple sale of nationally advertised 
beers, wines and liquors through. 
out Oregon. 


s In their Oregon campaign, the 
drys have introduced a new legal 
weapon. While Virginia long has 
had a statute against “promotive 
advertising” originating within the 
state, this is the first time the drys 
have attempted to enact an ad- 
vertising regulation which would 
apply to any product promoted 
through national magazines, net- 
work radio, and other media orig- 
inating outside the state. 

Under the proposed Oregon sta- 
tute, “promotive advertising” is 
construed to include any type of 
advertising publicity employed by 
manufacturers or sellers of alco- 
holic beverages, or their agents, 
with which there is associated any- 
thing beyond words “merely fur- 
nishing to the public the name of 
the producer or dispenser, the 


trade name or brand of the prod- © 
uct, and the place and the price © 


at which such alcohol is sold.” 
The proposed Oregon statute, 

which will be on the ballot at 

state elections this fall, follows 


an approach which the drys bor- © 


rowed from the Capper and Lang- 
er bills, which have been before 
the Senate during the past four 
years. Each of these bills is de- 
signed to use federal authority to 
eliminate “promotive” advertising 
of alcoholic beverages. 


= In initiating a referendum on 
the proposal, drys were success- 
ful in getting more than the nec- 
essary 25,482 signatures. 


National groups in the alcoholic | 


beverage industry have already 


been informed of the problem, and : 
there have been informal contacts © 


with the American Association of 
Advertising Agencies. 


Beverage industry groups point © 


out that adoption of the Oregon 
regulation would mean that bev- 
erages using “promotive” advertis- 
ing in national media circulated 
in the state would be nonsalable 
in Oregon. 

Brewers, distillers and vintners 
then would face the problem of 
fitting their national advertising 
to Oregon’s pattern, giving up dis- 
tribution in the state, or staying 
out of national media. 


Bermingham, Castleman 
& Pierce Appoints Bagg 


Bermingham, Castleman & 
Pierce, New York, has appointed 
Clarence T. Bagg 
formerly with 
Sylvania Prod- 
ucts as_ sales 
manager of the 
television receiv- 
er line, to the 
newly created 
post of director 
of marketing and 
merchandising. 

Mr. Bagg has 
served as an ac- 
count executive 
and merchandis- 


Clarence Bagg 


ing executive with the former © 
Newell-Emmett Co. and also wasa ~ 


merchandising executive with Pep- 
si-Cola Co. 


TOP SALESMAN 
in the DAKOTAS 
the MOST Effective 


ADVERTISING, MERCHANDISING 
and EDITORIAL INFLUENCE 
in the DAKOTAS! 


[JAKOTA FARMER 


ABERDEEN, SOUTH DAKOTA ~ 


1 P MALONEY | Adeorticing Menceer 
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Specific ''Jobs To Do'' Make 
Industrial Advertising More Effective 


Industrial magazines are the “specialists” of the publishing 
business. Their influence ties in closely with the various 
phases of selling to industry . . . and advertisers who take 
advantage of each publication’s main strength find that they 
do a job far out of proportion to their numbers. 


Let’s take a look at some typical industrial sales problems 
... jobs that have to be done: 


.. - building product recognition 


... directing special selling effort to key men with 
important buying influence 


... searching out new markets for products and new 
uses in established markets 


. securing leads for the sales force to follow 
. and many more. 


How well can various industrial publications handle assign- 
ments like these? 


In the metalworking market, for example, several Penton 
publications are designed to do specific selling jobs for you. 


STEEL is read by the executive group in the important 
metalworking plants employing 50 or more. Its interest is 
broad—it is read by top management, sales, production, 
engineering, and purchasing officials. STEEL helps to 
build recognition and preference for your products among all 
men who influence purchases. 


MACHINE DESIGN also covers the metalworking field, 
but its interest and its influence are concentrated on design 
engineers—the men who design mechanisms, equipment, and 
appliances. These men have direct buying and specifying 
influence. MACHINE DESIGN is a powerful medium to 
help get your product specified in this market. 


The FOUNDRY covers the plants producing castings for 
sale or for their own use. Because it specializes on the prob- 
lems of foundry operation, it has a wide following among 
foundrymen. It does a concentrated selling job for products 
used in the important foundry market. 


ae 


NEW EQUIPMENT DIGEST specializes in producing 

uality sales leads. It covers the metalworking market 
thoroughly, but in addition, its — circulation permits it to 
blanket the worthwhile plants in all manufacturing industries. 
It can do an excellent job of searching out new markets and 
new uses for products. 


You will find many other industrial publications which are 
ideally suited to help you solve other sales problems in varied 
fields. When they are put together in a carefully planned 
program to form a working team, your advertising can 
achieve maximum effectiveness. 


™ PENTON company 


PENTON BUILDING « CLEVELAND 13, OHIO 
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A. Schrader’s Son to Kelley 


Russell T. Kelley Ltd., Toronto, 
has been named to direct Canadian 
advertising of A. Schrader’s Son, 
division of Scovill Mfg. Co. 
Brooklyn, manufacturer of tire 
equipment and supplies and indus- 
trial air control devices. 


Hudson Names Herbert Lewis 


Herbert C. Lewis has been named 
used car manager of Hudson Mo- 
tor Car Co., Detroit. 


= 
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Pollet Joins von Zehle 

Ben A. Pollet, formerly advertis- 
ing and sales promotion manager 
of Pioneer Scientific Corp., has 
joined William von Zehle & Co., 
New York, as an account execu- 
tive. 


Dorland Appoints O'Hare 


Dorland Inc., New York, has 
named Frank J. O’Hare, formerly 
assistant production manager, as 
production manager of the agency. 


: Greatest Single aan once DP os 
BILLION-DOLLAR MARKET « Fo and § 


” SPECIALTY SALESMAN rere 


WRITE. TODAY 


FOR FACTS EAST—70 East 45th, New York 17. N_Y., Phone. 


WEST 


610 S$. Brondwey, lo: Angeles, Cai, 


GENERAL OFFICES. 407 N Michigan Ave., Phone aaseece te 6-0743 
CHICAGO INOIS 


1 


Hill 44525 
Phone Vendilis 9363 


Strictly Informal—I 
e THIS is the first of two col- 
umns on an outfit that, in the field 
of employe communications, makes 
sense faster and with less commo- 
tion than most. To try to condense 
the account of its accomplishments 
in one column would be cheating. 
It is the Formfit Co., located at 
400 S. Peoria St., Chicago 7, and 
since it manufactures foundation 
garments, bras and girdles, the 
reportorial assignment descended 
upon the distaff side of this author- 
ship. Formfit, which together with 
its subsidiaries, started making 


Employe Communications 


How to Win Friends Among Your Workers 
By Rosert NEwcoms and Marc SAMMONS 


corsets some 60 years ago and 
gradually graduated to less rigid 
underthings, has 900 employes in 
Chicago and 200 each in two other 
Illinois communities—Aurora and 
Monmouth. Ninety per cent are 
women, a statistic sufficient to 
send the average foreman scurry- 
ing for his unemployment insur- 
ance, At Formfit it works fine. 
In the headquarters plant, the 
management has just concluded a 
series of informal meetings with 
all its employes during which 
everyone saw the workings of the 
factory on a plant tour, and then 


e¢ ¢ 


Into Our Second Century 
And Still Young, Vigorous and Growing 


On June 15, 1950, the DESERET NEWS reached its 100th ANNI- 


VERSARY. As we enter our Second Century of service to the people 


of Utah and the Mountain West, we are growing faster than ever in 


our history. Since January of this year, more than 15,000 addi- 


tional families have joined the now more than 93,000 regular daily 


subscribers to the DESERET NEWS. 


eo¢¢ 


As we enter our Second Century as the Mountain West’s leading 


family newspaper, we are proud of our youth and of our growing 


service to the people of this great country. 


* 


Salt Lake City 


DESERET NEWS 


FIRST FAMILY NEWSPAPER IN THE MOUNTAIN WEST 


National Representative: Cresmer & Woodward, Inc. 


Advertising Age, July 24, 19% 


heard the capsuled story of the 
company’s background, operati 

products and prospects directly 
from the president. The meetingg 
closed with a style show, in which 
new merchandise was displayed by 
employe models. Employes coulg 
ask all the questions they wanted 


e@ This combined tour and infor 
mal meeting idea originated in g 
supervisory conference. The 
thought was passed along to mam 
agement that maybe the girk 
would like to have a refresher 
course in how the plant worked 
and to hear how things stood with 
the company. Sigmund W. Kung. 
tadter, the company president, con- 
curred. It was he who told the 
company story at the end of every 
tour. 

His was no formal presentation; 


he told about the. company’s ad.’ 
vertising and the thinking behind 


it; he asked for high quality in 
production, but explained logically 
why it was essential to have it; 
he described the company’s expan. 
sion and showed why it was nec 
essary to build a new building; he 
revealed some of the mysteries of 
merchandising and the need for 


the careful marking of garments © 


He told about the prospects for 
the future, which he consider 
good; he answered without hesita- 
tion the several questions put to 
him, and he wound up by thank- 
ing everyone for coming. The em- 
ployes, a startling percentage of 
whom he knows by their first 
names, were invited to submit 
ideas for future group meetings. 

This tour-and-meeting program 
was only one of an impressive bat- 
tery of communications devices 
used by this company. Here are 4 
few more: 


e Plant music: Recorded music is 
piped into the plant. Nearly all em- 
ployes like it. The music can be 
turned off for news announce 
ments, baseball scores or other 
special events, and can be direct. 
ed if necessary to any single de 
partment—the department _ thal 
doesn’t want 
have it. 


Bulletin boards: These are live 


ly, modern and timely. For ex- 
ample, employes are kept in 
formed as to progress on the new 
company building. Every two 
weeks new photographs are posted, 
showing how the structure is com- 
ing along. 

Supervisors’ meetings: Super 
visors meet every two weeks. Un- 
til a short time ago, letters wer 
issued to supervisors, but the 
meetings proved to be better. A 
letter to employes is issued, dis 
tributed about five minutes be 
fore employes go to the cafeteria 
for lunch. 


Englander Names Two V. P.‘s 


Albert B. Staebler, general sales 
manager, has been appointed vice — 
president in charge of sales, 
Charles Lappen, sales promotion 
manager, has been named vice 
president in charge of public re 


lations of Englander Co., Chicago, » 


manufacturer of sleep products. 


ANPA Appoints Griner 


Leslie J. Griner, production 
manager of the Detroit News, has 
been appointed chairman of the 
mechanical committee of _ the 
American Newspaper Publishers 
Assn. 


Sternback to Chain Agency 


Chain Advertising, New York, 
has established a new department 
for Spanish American advertising 
and/copywriting with David Stern- 
back, formerly import-export man- 
ager of Mevi Trading Corp., 
charge. 


CBS Shifts White 


Henry S. White, previously as 
sociate director of TV programs a 
Columbia Broadcasting System, 
New York, has been named busi- 
ness manager of radio and video 
programs for the network. 


it doesn’t have ti 


el 


— in beatAa ——<$<_<$_$_—_—_——— po 
vs ra ae S 
: STRONG! | 
| g 
| | 

ae 
_ 
re | 

2% times” greater a 

shea the fon Se 

largest evening 

tain West market. 
| 
See —— 
es ee ei a as - ry ce gt a 
Peas Cer re ee 7 a 
5 tp he ices Fes so i 
a ee ae : 
det Pe ee S| ; 
in i eal en 
Pics ee anger 


COMPANION’S C 


Cabs ate 


I A oo 


Po ae ails nega oe =! ’ 


ONTINUING ADVERTISING GAIN IMPRESSES MEDIA HEAD... 


N. W. Ayer’s Les Farnath hears of advertisers’ swing to the Companion! 


Jim Greer, CoMPANION Philadelphia representative, shows dra- 
matic evidence of how editorial vitality is paying off. And his 
story has captured the attention of a top figure in the agency 
business. 

Here it is: The July COMPANION carries more advertising than 
any other July issue in its entire history. Furthermore, of the 
680-line women’s service magazines, the ComPANION alone 
recorded an advertising gain for the first six months of 1950. 

Only an editorial policy which successfully meets the basic 


interests of American women today could produce such out- 
standing results. 

All across the nation, agencies and advertisers are learning 
that in the women’s service field the COMPANION is the maga- 
zine to watch! 


_C ‘0 MPANION 


AVERAGE CIRCULATION: MORE THAN 4,000,000 
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—Electrical Merchandising 


“She missed that ‘personal contact.’ “ 


A Test for Radio Research 


The proposal by KBJS, San Francisco, that an impartial test of the 
relative validity of Hooperatings and Pulse ratings in the San Fran- 
cisco-Oakland Bay area be made, sounds sensible. 

In fact, it sounds like one of those simple, sensible ideas which 
very seldom are carried to fruition just because they are so simple. 

Where major variations occur in research findings which profess to 
mirror the same set of circumstances, it seems foolish to permit the 
variations to continue without attempting to find which of the two 
or more systems is providing the most accurate picture. Yet this 
practice has been general in the past, not only in radio research, but 
in connection with all types of media and advertising research. 

Thus, anything that can be done to “test the testers” and to vali- 
date their findings is extremely important. 

At the same time, tests of this character ought to be set up under 
the most scientific and carefully controlled conditions possible, so 
that there will be little or no chance of further confounding the exist- 
ing confusion. In the case of the specific test referred to, also, it ought 
to be pointed out that the results of one such test are not necessarily 
conclusive, and if the test is made, the greatest caution ought to be 
exercised in interpreting the findings. 

Furthermore, there must be equal care exercised to prevent any 
“freezing” of research in any field along a particular line. To prevent 
the introduction and exploration of new techniques and methods 
would be a serious blow to progress in this direction. 


A Caution on Ad Statistics 


Publication in the July 10 issue of ADVERTISING AGE of the news- 
paper ad expenditures for 1949 calls for reiteration of a word of 
caution in the use of advertising statistics of this character. 

This is particularly true of the table which ADVERTISING AGE 
printed, showing the “100 leading national advertisers of 1949.” The 
figures are carefully compiled, but are not completely comprehensive. 

For example, in most instances the expenditures are somewhat 
inflated, because one-time rates for all media are used in arriving 
at the figures, whereas in actual practice a series of discounts reduce 
the expenditures considerably. This is notably true of network radio, 
where one-time figures are frequently as much as 30% higher than 
actual dollar time costs. 

At the same time, the users of these statistical compilations must 
be careful to remember what is included and what is not. To refer to 
radio again, it must be remembered that talent costs are not included. 
It must also be remembered that the figures for General Motors, for 
example, do not include production of booklets and folders, direct 
mail, outdoor, signs and displays, and a host of other advertising 
costs; nor do the figures for Procter & Gamble reflect the cost of 
sampling operations of huge dimensions, and other similar costs. 

In fact, depending upon one’s definition of “national advertisers,” 
the list shown in the July 10 issue ought to be identified as “100 
leading national advertisers, 1949, in newspapers and magazine sec- 
tions, general and farm magazines and network radio and TV.” 
Everything else is excluded. 

If actual promotional costs of “national advertisers” in all media 
were shown, we have no doubt the list of 100 leaders would bear a 
number of names now missing. Included would be all of the major 
mail order houses, on the basis of their catalog costs alone. Also 
included, probably, would be pharmaceutical houses like Abbott Lab- 
oratories, whose promotional dollars go principally into direct mail; 
regional advertisers like Standard of Indiana, which use vast amounts 
of non-network radio as well as hosts of newspapers; the subscription 
departments of many publishers, and many others. 

The figures are useful and accurate, but their limitations must 
not be forgotten. . 
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What They're Saying 


Agency Success 

Success in the agency field is the 
accomplishment of a major—and 
probably long term—objective. It 
does not necessarily imply the 
building of a large fortune or a 
huge business... A small or mod- 
erate size agency may be more 
productive of personal happiness 
and personal success than a very 
large business with dozens of cli- 
ents and hundreds of employes. 

Agencies with annual volumes of 
from $2,000,000 to $5,000,000 often 
net their owners an annual take 
(salary and profit) of from $50,- 
000 to $150,000. Top executives and 
contact men who control and man- 
age accounts totalling $1,000,000 
to $2,000,000 may earn as much as 
the president of an agency doing 20 
times that volume. 

Volume of billing and profits do 

not always go hand in hand. In 
fact, increased volume in some 
cases causes a decrease in net pro- 
as 
To be a personal success in the 
agency business, you must: 
1. Have an objective that is clear. 
2. Realize that the attainment of 
a substantial accomplishment in 
one field requires great sacrifices 
in others. 

3. Have sufficient interest in the 
objective to make the necessary 
sacrifices to accomplish it. 

4. Know in what areas your abil- 
ity lies and devote the maximum of 
your effort in those areas. 

5. Stubbornly pursue the plotted 
course and never allow yourself to 
be distracted in spite of possible 


temporary gain. 
—Ira W. Rubel, Rubel and Fields, to 
New York University Seminar on Pro- 
fitable Advertising Agency Manage- 
ment. 


Need for Better Research 

We make the mistake of making 
the focal point of our research the 
determination of what people who 
are listening to radios prefer, what 
people who are going to movies 
prefer. Nowhere do I hear the 
question raised as to the prefer- 
ences of people who are not listen- 
ing to radios, who are not going 
to movies, who are not looking at 
television. 

Measuring what public taste is 
by using box office figures and 
preferences of one radio program 
over another is not an infallible 
guide as to what public taste is. 


Nothing which closely approxi- 


mates an accurate cross-section of 
the population consistently listens 
to the radio, so we cannot on the 
basis of our present surveying 
methods tell what public taste is. 
All we can tell is what people al- 
ready listening to the radio prefer. 
Using as a base for measurement a 
sample _ selected by attracting 
listeners with a monotonous diet of 
soap opera and disk jockeys natur- 
ally warps our conception of what 
public taste really is. On such a 
basis public taste cannot go for- 
ward. We are assuming public taste 
to be that which the majority of an 
artificially selected segment of the 
total population prefers. This 
listening majority, which in reali- 
ty is a total population minority, 
dictates the diet for the population 
as a whole. 

I believe the answer to this per- 
plexing problem lies probably in 
some smaller segment of the 
listening or non-listening audience, 
a segment we have been neglecting 
by saying that their preferences 
are not significant. Yet, in this seg- 
ment of the truly critical and dis- 
criminating public would lie the 
answer which would make pro- 
gress possible, for the consumer 
is the potential inventor, if you 
consult the right segment. 

To give substance to my theory, 
I believe I can point to one fact, 
known to most members of any 
group of experienced marketing 
researchers. We have all had the 
thrilling experience of finding the 
answer to some problem we were 
working on in an incidental re- 
mark made by someone interview- 
ed. A single remark made by one 
person provided the necessary in- 
sight to solve the entire problem. 
That is why we are so insistent in 
getting our field workers to record 
all remarks made by those inter- 
viewed. 


—Ferdinand F. Mauser, Wayne Uni- 
versity, Detroit, in The Journal of 
Marketing, July. 


Common Complaint 

We’re so busy getting one week’s 
shows on the air and planning the 
next week’s, that we can’t stop to 
play with new ideas. What we need 
is an experimental theater staffed 
by experts who can devote all their 
time to improving our techniques. 


—Fred Coe, Director of New Pro- 
gram Development, NBC-TV, in a 


talk to the Television Assn. of Phila- 


delphia. 
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Rough Proofs | 


A story in AA advanced Jim 
Shryock, managing director of the 
ABC, to president. While the pro. 
motion was probably deserved, it 
hasn’t as yet been approved by the 
board of directors. 

. 

“Korean crisis creates quandary 
for business,” says the headline, 

That might be catalogued as be- 
longing in the department of un- 
derstatement. 


A bar association executive ” 
thinks lawyers should do institu- 
tional advertising. It’s a good idea, 
but they would have trouble re-— 
sisting the temptation to rewrite 
the standard advertising contract. 

. 

A MacFarland-Aveyard poll in 
Chicago says “people still want — 
movies, but prefer to see them at 
home.” 

All that is needed is the full co- © 
operation of the producers. 

bd ; 

The research department of the 
Barker Greeting Card Co. says 
May, June, July and August are 
the boom months for weddings, a 
fact which the jewelers and the 
florists discovered a long time ago, 

» 

“Ability to address small meet- 
ings highly essential,” says an ad — 
addressed to fashion merchandis- 
ing women. 

Almost any woman is successful 
in addressing a meeting if it’s 
small enough—say herself and 
friend. 


a 
Friends of Dutch Bannister, who © 
noted that he received the Indus- — 
trial Marketing editorial award on — 
behalf of Interiors, were interested 
to learn that he is officially en- 
titled J. W. 


* 

Scientific American praises the 
wonderful life of the engineer in 
copy supplied by Eugene Ayres, 
who may or may not have heard 
about it also from a rambling 
wreck from Georgia Tech. 

e 

William J. Dunbar thinks the 
Wilken family is unnecessarily un- 
grammatical in saying, “The exact 
same whisky us distillers drink 
ourselves,” when they’re merely 
being folksy. 

bd . 

Add power of the press: Sport 
magazine published an _ article 
quoting Ford Frick on how the ~ 
National League planned to win 
the 1950 All-Star baseball game, — 
following which it proceeded to do 
it. 

- 

The only real danger for motor- 
ists driving over narrow mountain 
highways is that there are so many 
other drivers who are convinced 
that there is really no danger. 

* 

If war needs reduce available 
supplies for civilian production, we 
may again have the edifying spec- 
tacle of purchasing agents and 
space buyers signing the lunch 
checks for their suppliers. 

* 

Judging by the rush of the de- 
partment stores, the chief fear of 
war on the part of many members 
of the so-called fair sex is a pos 
sible shortage of nylon hosiery. 

Copy CUB. 
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In the first 6 months of 1950 


}| THE PHILADELPHIA INQUIRER 
| PUBLISHED MORE THAN 
{18,000,000 LINES 

OF ADVERTISING* 


: | This is the largest volume ever published in 

. any Philadelphia newspaper in a similar period 

| in any year—and is 2,800,000 lines 

14 greater than the second newspaper published. : 
| “Source: Media Records. Both The Inquirer and 2nd paper publish 7 days 


NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Pnguirer 


Exclusive Advertising Representatives: 


TED W. LORD, Empire State Bldg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bldg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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EVERY WEEK THE POST’S ITEM PROMOTION SERVICE is 


mailed to all the top department stores in the 
United States. In plenty of time to make plans 
for promotions, it provides advance information 
on department store products to be advertised in 
the POST. It also includes a merchandising news- 
letter, case histories of outstanding item promo- 
tions, and sales-training and copy suggestions. It 
was designed to meet retailers’ specifications, 
and it has won the acclaim of top retailers from 


coast to coast. 


“We feel that the POST Item Promo- 
tion Service is the most helpful, most 
complete of any magazine that we have 
knowledge of. It is exactly what we 
want in the retail business, and your 
organization is to be congratulated on 
the fine presentation.” 


EARL W. BROTHERTON, Vice President 
Howland’s, Bridgeport, Conn. 


2) ek Na Oil 


HERE’S WHAT THEY HAVE TO 
SAY ABOUT ITEM PROMOTIONS 


“We check the items in The Saturday 
Evening Post Service for items that we 
can tie in, and where the item is timely 
and specific, we arrange a tie-in. We 
believe that it is the best service of its 
kind. It certainly gives all the facts at 
a glance.” 


RUSSELL E. RISLEY, Publicity Director and 
Sales Promotion Manager 


Ed Schuster & Company, Milwaukee, Wis. 


‘We are utilizing The Saturday Eve- 
ning Post Item Promotion Service. We 
find it helpful in coordinating adver- 
tising, display and selling facts for our 


salespeople. This mutual cooperation 


cannot help but improve business for 
all of us.” 
JOHN B. KNOX, President 


R. H. White’s, Boston, Mass. 


“It is an excellent idea to have just 
one item to a sheet. We use the sales 
clinchers in our sales-training class 
and as background for copy in our ads. 
We are planning to develop greater 
uses for The Saturday Evening Post 
Item Promotion Service all the time.” 
W. STANLEY TRUBY, 

General Merchandise Manager 

William F. Gable Company, Altoona, Pa. 
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“Most of the kits that come to the store 
end up in the waste basket, except for 
the POST Item Promotion Service. 


| From a retailer’s point of view it is 
jpresented more intelligently than that 


of any other magazine. Our merchan- 
dise managers and buyers find it highly 
usable.” 


NOEL D. BRYCE, Publicity Director 
Brown Thomson, Hartford, Conn. 


“The Saturday Evening Post Item Pro- 
Motions are particularly valuable, hav- 
Ing-‘the added value of being not just 
items, but items of national repute and 
acceptance. Properly used, they can be 
of invaluable assistance.” 


4. K. WASSERMAN, 
General Merchandise Manager 


Tiedtke’s, Toledo, O. 


“We tie in wherever possible to take 
advantage of vendor national adver- 
tising. In that respect, The Saturday 
Evening Post Item Promotion Service 
is invaluable in giving us the picture at 
a glance. It saves us time by not having 
to wade through excess material.” 


JOHN E. COOLIDGE, Men’s Clothing Buyer 
Scruggs, Vandervoort, Barney, St. Louis, Mo. 


“Thank you for sending us the POST 
Item Promotion Service. It is routed 
to our merchandise men, who route it 
to their buyers to find out if we have 
the goods. If so, we try to display them 
to tie in with the POST. If the copy is 
good, we also tiein with our advertising.” 


G. A. GIDLEY, General Merchandise Manager 
Gimbel Brothers, Philadelphia, Pa. 


Twenty years ago, The Saturday Evening Post 


pioneered in developing scientific merchandising 


information and methods. The Post’s Item Promotion 


Service is just one of many aids to advertisers and 


merchandisers, Ask your Saturday Evening Post rep- 


resentative to tell you about the others. 


THE SATURDAY EVENING | 
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Trailmobile Names Hoover 


Harold S. Hoover, formerly a 
public relations executive with 
General Tire & Rubber Co.,£rosley 
Corp. Mfg. Div., and Upson Co., 
has been appointed director of 
public relations of Trailmobile Co., 
Cincinnati, manufacturer of 
trailers. It is a new department of 
the company. 


Globe Milker Ups McConnell 


Charles I. McConnell, formerly 
assistant sales manager, has been 
promoted to sales and advertising 
manager of Globe Milker Co., Des 
Moines, manufacturer and distrib- 
utor of dairy equipment. 


Curtis Study Finds 
Rural People Travel 
Farther on Vacation 


PHILADELPHIA, July 18—Rural 
families do more round-the-calen- 
dar vacationing and usually travel 
greater distances than city people. 
Over half (52.4%) of the rural 
families covered by The Curtis 
Publishing Co.’s Vacation Travel 
Panel reported one or more vaca- 
tion trips during the period be- 
tween June 1, 1949, and May 31, 
1950. About 4,000 families were in- 


This is 


focccccccccccccccce 


New York + Chicago + Detroit 
Los Angeles + Seattle 


the Account Executive who 
strengthened his hold on the Agency’s 
best account. He introduced his 
client to the 1,000,000* MEN who 
read and own The Elks Magazine. 


*Dec. 1949 ABC statement — 
928,010 circulation —a substantial 
bonus over guaranteed 850,000 

on which current rates are based. 


YOU'LL SELL IT... 
YOU TELL IT IN 


cluded in the panel. 

In the average vacationing rural 
family, 1.7 trips were taken in that 
time; 10.2 days were spent on each 
trip, and 2.2 persons went along. 

Slightly more than 15% of the 
rural family vacation trips were 
taken during the winter months, as 
compared with only 9.5% of the 
urban family trips. Vacation travel 
in November and in March were 
also popular among rural respond- 
ents. 

Results of this survey, pointing 
up increased interest in travel by 
farm families, were released along 
with an announcement of the in- 
auguration of a travel service for 
readers of the Country Gentleman. 


s A special travel editor will work 
with the travel service depart- 
ment of Holiday, a sister Curtis 
publication, to help readers plan 
trips either in this country or 
abroad. Editorial copy also will 
emphasize travel and recreation 
more, 

The Curtis survey also showed 
that the average distance traveled 
by rural families on vacation trips 
was 1,131.3 miles. Urban families 
travel an average of 1,001.5 miles. 
More than one-third of the rural 
vacation trips were for at least 
1,000 miles, a distance traveled by 
only 29.3% of the city families. 

Automobiles were the principal 
means of transportation for farm 
families, with buses and trains 
next in that order. They also used 
planes and ships for vacation trips. 

Lodging on trips was required 
on almost 50% of the vacation 
trips taken by rural families. City 
vacationers using lodgings en route 
amounted to only 36.7%. Motor 
courts were popular with rural 
families, being used by about 20%. 


Radiomarine Names Nistal 


Radiomarine Corp. of America, 
New York, a service of RCA, has 
named Gerard E. Nistal, formerly 
of the editorial staff of Aero Digest, 
advertising and sales promotion 
manager. 


AAAN Picks Chicago Agency 

Affiliated Advertising Agencies 
Network has selected Frederick, 
Franz & MacCowan, Chicago, as 
its Chicago representative. The 
network is represented by ne 
agency in each of 32 market areas. 


Ruse & Urban Names Wiest 

F. Karel Wiest has been appoint- 
ed art director of Ruse & Urban, 
Detroit. 


ANOTHER 
REASON 


vou 
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lop qualily work 


Photo engraving company 


118 SOUTH CL 
CHICAGO 6, 
TELEPHONE: FR-2 


INTON ST. 


ILLINOIS 
-6343-44-45 


Advertising Age, July 24, 1959 


Burton Browne, head of Milline Publishing (“Best National Ad- 
vertising of the Year”), has deserted Chicago temporarily to vaca- 
tion with Mrs. B. in Nantucket... Back from a four-month Euro- 
pean tour is Robert Otto, head of Robert Otto & Co., New York 
export ad agency ... And Herbert Rosen, president of International 
Media Corp. and Broadcasting Program Service, has returned from 
a two-month business trip to Europe, his second this year... 

Gregg M. Sinclair, pres- 
ident of the University of 
Hawaii, and Claude Jag- 
ger, president of the Ha- 
waiian Economic Founda- 
tion, were hosts at a 
luncheon for Honolulu 
business leaders in honor 
of Edward L. Bernays, 
visiting professor of pub- 
lic relations at the uni- 
versity’s summer ses- 
sion... 

Howard R. Taylor Jr., 
lately public relations of- 
ficer for the U. S. Marine 
Corps Reserve, has a new 
job as assistant to the 
president of Fenn College, 
Cleveland. He was at one 
time an account exec 
with Griswold-Eshleman, 
Cleveland, and Norman 


OFF FOR FRANCE—Josiah B. Thomas, vice- 

president heading sales of Reader's Digest in- 

ternational editions, and Mrs. Thomas were in 

a vacation mood when this picture was taken 

prior to their departure from New York on the Malone & Associates, Ak- 
He de France June 28. van... 

Herbert J. Darby, vice-president and general manager of Mail- 
Well Envelope Co., Portland, has been elected president of the 
University of Oregon alumni association. He’s a member of the 
class of ’23...A new member of the board of trustees of Yankton 
College, Yankton, S. D., is Rebert R. Tincher, general manager of 
Station WNAX... 

Irvin W. Tyson, vice-president and treasurer of O. S. Tyson & 
Co., New York, recently piloted his racing yacht, the Tinker, to a 
victorious finish over a 26-mile course ending at the Larchmont 
Yacht Club... 

Procter & Gamble’s president, N. H. McElroy, his wife and their 
two daughters are on a South American cruise. .. Roy J. Bernier, 
public relations director for Miller Brewing Co., has taken on some 
extra work in handling public relations for the Norman Players, 
a Milwaukee little theater group, which will be sponsored by the 
brewery this fall... 


BBDO GOLFERS—Enjoying the course at the Westchester Country Club during an 

all-male outing for Batten, Barton, Durstine & Osborn, was this vice-presi- 

dential foursome. From left to right are: Carl Spier, Les Sherril, Sam Harned and 
Fred Barrett. 


John Shelton is celebrating his 13th anniversary with the Chi- 
cago office of Station WOR... Paul Morency, general manager of 
Station WTIC, has been reelected president of the Hartford Cham- 
ber of Commerce. Francis S. Murphy, publisher of the Hartford 
Times, is a v.p. of the chamber... 

Eliott D. Odell, Farm Journal ad exec, and his wife, Van Davis, 
a v.p. at Ellington & Co., New York, sailed June 28 on the Ile de 
France for a European tour. They’ll visit London, Paris, Brussels, 
Rome and Florence... 

Arthur F. Keilbach, business manager of the Utica Observer- 
Dispatch and Press, has retired after 45 years of service with the 
newspapers... James M. Cleary, v.p. of Roche, Williams & Cleary, 
has been appointed one of the Chicago co-chairmen of the National 
Conference of Christians and Jews... 

Capt. Thomas A. Johnstone Jr., of Johnstone & Cushing, New 
York art service, who is on the regimental staff, 102nd armored 
cavalry regiment, New Jersey National Guard, is spending two 
weeks with the unit in the Guard’s field training program... Cole- 
man F. Cody, assistant merchandising manager of WCOP, Boston, 
who was a pilot during the war and is now an active reservist, 
will don his captain’s bars as flight commander for the Air Forces, 
flying out of Bedford, Mass... 

C. W. Heppenstall, v.p. of Heppenstall Co., Pittsburgh, has an- 
nounced the establishment of a scholarship at Penn State to help 
sons and daughters of company employes through college. The 
scholarship was established in memory of the senior Charles Wil- 
liam Heppenstall, who was affiliated with the company for more 
than 50 years, and its president from 1923 to 1939... 
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Tea Advertising 
Up 28% in 1949, 
Bureau Reports 


Standard Brands Leads 
Among Major Packers 
with Increase of 130% 


By CHARLES DOWNES 


New York, July 20—Tea adver- 
tising in major media by _indi- 
vidual packers in 1949 totaled §2,- 
706,129, an increase of 28% over 
1948 and 38% over ’47, according 
to a three-year analysis of adver- 
tising expenditures for tea and 
coffee prepared for the Tea Bu- 
reau by Einar C. Anderson, its re- 
search director. 

A significant fact developed by 
the survey is that coffee advertis- 
ing in 1949 returned to its 47 
level, dropping 16% from ’48 to 
a total of $10,264,245. The Pan 
American Coffee Bureau’s ex- 
penditures alone were cut 69% 
from the year before, the report 


says. 

The most significant increase in 
expenditures for tea advertising 
among larger packers in 49 was 
made by Standard Brands, whose 
outlay was upped 130%. 


s Advertising expenditures for tea 
by individual packers are expected 
to be increased by about $700,000 
this year over last, making the 
total $3,400,000. In addition, the 
industry program administered by 
the Tea Council (AA, Feb. 13) 
is investing $1,600,000 in adver- 
tising through Leo Burnett Co., 
Chicago. Consequently, total ad- 
vertising expenditures for tea this 
year will reach $5,040,000, a 
spokesman at the Tea Bureau told 
AA. 

Newspapers have carried more 
tea advertising than any other 
medium in each of the past three 
years, the bureau’s survey shows. 
This lead was sharply extended 
in 49, which showed a gain of 
57% over ’48 and represented bet- 
ter than two-thirds of the total 
funds spent by all the advertisers 
in ’49. 

Magazines last year showed a 
decline of 42% from ’48 and 37% 
from 47 in the amount of tea ad- 


vertising carried. 

Thomas J. Lipton Co. and Stand- 
ard Brands were the only two 
sponsors of network radio adver- 
tising for tea in ’49 as well as in 
48. But in ’49 their combined ra- 
dio advertising expenditures were 
22% higher than in 48. In addi- 
tion, Lipton spent $32,620 in net- 
work television. 


e Nine advertisers account for 
94% of all major media expendi- 
tures for tea in 49. The breakdown 
is as follows: Lipton, 38%; Stand- 
ard Brands, 17%; Salada, 16%; 
Tetley, 7%; Seeman Bros., 5%; 
A&P, 4%; M. J. B., 3%; Nestle, 
3%; McCormick & Co., 3%; all 
others, 4%. 

Comparative figures on tea and 
coffee expenditures for the three- 
year period covered by the survey 
are as follows: 


TEA AD TOTALS 
(000 omitted) 

Media 1949 1948 1947 
Newspapers $1,865 $1,185 $ 846 
Magazines 297 472 
Radio 511 417 638 
Television 32 eee 
Total $270 $2112 $1958 


Newspapers $4,752 $4,160 $3,444 


Magazines 2,981 3,865 2, 

Radio 2,380 4,187 4,041 
Television 150 age eas 
Total $10,264 $12,212 $10,434 


Ed Wynn Moves to NBC 
for ‘Live’ Telecast 


National Broadcasting Co., New 
York, has signed a contract with 
Ed Wynn covering his radio and 
TV services. Mr. Wynn’s TV show 
this year was a CBS attraction, 
sponsored first pgp Bm og Corp. 
and then by R. J. Reynolds Tobac- 
co Co., both of whom canceled 
after a relatively short run. 

His NBC contract calls for 11 live 
shows throughout the year. Pre- 
viously his programs have been 
kinescoped from Hollywood. Mr. 
Wynn may take turns in the star 
spot on Colgate’s hour comedy 
show which will debut this fall. 


Prints in Three Processes 


The mid-year issue of the “De- 
ictor,” issued by Edward Stern & 
©. Philadelphia printer, is 

printed in three processes: optak, 
letterpress and deep-etch litho- 
graphy. Believed to be the first 
time a company publication has 
had the benefit of more than two 
printing processes, the company 
reports that the triple printing was 
done to familiarize interested ad- 
vertising executives and printing 
buyers with the varied effects ob- 
tainable by combining all three of 
the processes in a single issue. 


Dwit Lot the BIG 


ONES qa uy 


Hunting for sales? Save your 
ammunition for the place where 
the shots will count—in the pages 
of TRANSPORT TOPICS, the only 
ABC paper devoted to trucking. 
Ninety-six percent of Class 1 
Motor-Freight Carriers pay $5.00 
a year to read it regularly, week 
after week. 


Gransport Topics 


The National Journal of the Motor-Freight Carriers 


Washington 6, D.C. 


“always helpful and absorbing,” says 
Monica Clark, Home Economics Director, 
American Meat Institute, 


about the food page in The New York Times 


“Congratulations to The New York Times,” says Miss Clark, “on the 
always helpful and absorbing way its food page presents news about 
food. It is important to the housewife that she be kept abreast of 
developments to aid her in the selection of food, such as meat, and in 
using it to the best advantage. The illustrations, and the articles by 
Jane Nickerson, are outstanding in this field.” 


Smart women by the thousands find the daily food page in The New 
York Times “always helpful and absorbing.” They read it and wse it 
to help them feed their hungry families better. They’re a wonderful 
market for food advertisers on the lookout for better business in the 
rich and hungry New York market, where The New York Times has 
been the advertising leader since today’s homemakers were little girls. 
Find out all about it today. 


NewYork Boston Chicago Detroit Los Angeles San Francisco 


The New York Times. = 


“A the Mews 
That's Fit to Print” 


Kngerigee, 10 ng Tee Mem York Bren 
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Illinois State Fair Gets Promotion Told 


SPRINGFIELD, ILL., July 18—An 
advertising campaign utilizing 
newspapers, trade papers, radio, 
television, direct mail, $316,000 in 
contest prizes and numerous pub- 
licity stunts is now under way to 
promote the Illinois State Fair, 
which will be held here Aug. 11 to 
20. 


Expected to attract more than 
1,000,000 people, it is the biggest 
exposition of its kind in the coun- 
try, and this year’s publicity cam- 
paign has been the most extensive 
in its history. 

Early in August, state fair ads 
will be carried in 79 Illinois dailies 
and approximately 600 weeklies, 


@e@ SERVICE BINDERY co., INC. 


and subsid wary 


| SERVICE MOUNTING & FINISHING | 


dial ‘ Plant 924’ South Wak ath Avens 
New Phone—CAlumet 5-3224 


C HY 


through E. H. Brown Advertising 
Agency, Chicago. In addition, 51 
papers outside Chicago have plans 
for running special supplements to 
their regular editions before the 
opening. 

Spot announcements before and 
during the fair will be used on 
almost all Illinois radio stations, 
and arrangements have been com- 
pleted for radio and television 
coverage of the fair itself. 


s Circulars and exhibitors’ adver- 
tising tie-ins have been sent 
through the mail, and special gum 
stickers are being used on all state 
correspondence. Also in use are 
postal meter messages, automobile 
bumper signs, placards, and state 
fair shopping bags which have been 
distributed throughout the state. 
Full-page layouts announced the 
“Queen” and “Typical Family” 
contests on the July 1-4 weekend. 
Ten newspapers are selecting fin- 
alists for the queen competition, 
and 17 are picking finalists for the 


family contest. 


Other publicity stunts on tap in- 
clude an airplane with a loud- 
speaker that will fly over com- 
munities within an 80-mile radius 
of Springfield a few days before 
the fair begins. 

Promotion and advertising is 
headed by William I. Flanagan, 
who heads the division of reports, 
state public relations office. 


Terre Haute Brewing Expands 
Terre Haute Brewing Co., Ter- 
re Haute, Ind., which already 
sponsors the Ziv transcribed show, 
“Boston Blackie,” in 53 markets, 
has added two additional cities— 
Saginaw, Mich., and Dyersburg, 
Tenn., to its list. Pollyea Inc., Ter- 
re Haute, handles the account. 


Selects Anderson Agency 

General Shoe Corp., Nashville, 
Tenn., has switched from Tucker 
Wayne Co, to Anderson, Davis & 
Platte, New York, for newspaper, 
magazine and television promotion 
of the Edgewood Shoe Co. division, 
manufacturer of shoes for teen- 
agers. 
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IN Los 


ANGELES: 


ADD THE 
~ MIRROR 


and you can't © 
miss! — 


THE MIRROR leads all other 
Angeles afternoon news- 
papers in total advertising lin- 
age gains—first quarter 1950 vs. 


fest quarter 1949! 


uP 
24.1% 


YOU CAN’T MISS 378,000 EXCLUSIVE 
OF THE RICHEST OIL PRODUCING COUNTIES ON EARTH! 


Over 100 million barrels of crude oil are produced annually in the Los 
Angeles Basin . . . some 200,000 people owe their living to this billion-dollar 
local industry. Another factor that helps make this the 3rd greatest retail 
sales area in the nation. Today THE MIRROR has a total readership 

of over 580,000. Sixty-five percent of these people read no other metropolitan 
daily paper! Why not plan now to sell your goods or services to these 
378,000 exclusive buyers in this fast-growing market? “Add THE 


er aes 


mh New is tales fo Dee aaa te ate et ee te 
ae 3 Sorat 5 cpa 


MIRROR and you can’t miss!” 
VIRGIL PINKLEY, EDITOR AND PUBLISHER 


READERS IN ONE 


se APP THE MATRROR 6ccs scons 22 


REPRESENTED BY O’MARA & ORMSBEE, INC. - NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO 


Si\New York; 
= | vice-president, LEP Transport, New York; 
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Business Men Tell 
‘Free World’ About 
New Trade Groups 


New York, July 19—As a re. 
sult of a survey by U. S. Market. 
ing Council, a group of U. S. busi- 
ness men are sending an open let. 
ter to business men of the “free 
world” to set a healthy interna. 
tional trade in motion. 

Because of red tape and lack of 
functional assistance from U. §, 
business, many foreign producers 
are not interested in selling goods 
here, the survey found. 

The letter, signed by 16 business 
executives headed by James §, 
Carson, vice-chairman of Colonial 


Trust Co. and a member of the ad- © 


visory board of the U. S. Market- © 


ing Council, announces that two 
corporations have been established 
to help overcome some of the ob- 
stacles to international trade. Thesé 
are the U. S. Marketing Council 
and the Permanent Exhibitions for 
International Trade (AA, May 1). 


a “These two organizations,” the 
letter says, “represent a new pat- 


=3|tern in world trade. They are, we 


believe, a practical key to our mar- 


i | kets, designed to meet the needs of 


today. They form a technical and 
functional clearing-house to solve 


#|/the problems of European produc- 


ers and the American buyers. The 
motive power of private profit will 
make them function efficiently and 
economically.” 

Among the signers of the letter, in 
addition to Mr. Carson, are the following: 
William E. Dempster, vice-president, Roy 
S. Durstine Inc., New York; Bernard L. 
‘inn, president, The Merchandising Group, 
Roman Liban, executive 


J. Gordon Lippincott, Lippincott & Mar- 
gulies, New York; Arthur C. Nielsen Jr., 
assistant to the president, A. C. Nielsen 


. Co., Chicago. 


Arthur W. Pearce, vice-president and 
editorial director, Modern Industry, New 


=| York; George Peabody Jr., George Pea- 
New York; Arthur © 


body & Associates, 
Price, president, Arthur Price Associates, 
New York; Harry S. Radcliffe, executive 
vice-president, National Council of Amer- 
ican Importers, New York. 

Larry Schwartz, president, Wexton Co., 
New York; John A. Silver, Lester, Han- 
kins & Silver, New York; Charles V. V. 
Smillie, Gordon Woodroffe Corp., New 
York; Everett R. Smith, director of re- 
search, Macfadden Publications, New 


"/York; J. L. Van Name, president, Des- 


pard & Co., New York; and Charles 
Wardell Jr., president, Wardell, Hatch & 
Co., New York. 


Broadcasters Oppose Ruling 
on Boxing Broadcasts Permits 
Opposition to a ruling of the 
California State Athletic Commis- 
sion that no licensed arena or au- 
ditorium can engage in or permit 


s|TV or radio broadcasts, or the 


filming of any boxing or wrest- 
ling match, without consent of the 


i|commission, has been filed by 


Donn Tatum for the California 


a State Broadcasters Assn. and the 


Don Lee Broadcasting System. 
He asserts the rule constitutes 
invasion of a field already regu- 
lated by the government, and is 
therefore unlawful and improper, 
and the commission’s power to reg- 


ok, ill Aan ta OO 


ERED 


ulate boxing and wrestling does — 


not cover either radio or TV broad- 


casting. A public hearing will be | 


held in Los Angeles soon. 


To Independent Metropolitan 

Independent Metropolitan Sales, 
New York, has been named nation- 
al sales representative of wie 
and WHTN-FM, Huntington, W. 
Va. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door — better known 

as DIRECT SELLING —is building 

| elgg ow quickly for many manu- 
c It may be your answer to 


OPPORTUNITY MAGAZINE 


Dept. A-24, 28 E. Jackson BI., Chicago 4, lil. 
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“THE NEXT DIMENSION” 


Yet these three words determine the solid dollars and cents value 
of your advertising to the oil industry. The first dimension in 
circulation is the number of readers. The all important “Next 
Dimension” is the relative importance of each reader in the oil 
industry's buying pattern. Through a continuing program of 
Personal interviews in fields and plants, The Journal now has 
detailed information about the authority its readers have to buy 
your product or service. As a result of this census of buying 
power, The Journal can offer you factual proof that the “Right 
Readers” . . . the men who actually are your customers or 
prospects ... DO read The Journal. | 


Write The Journal now for complete information about the vital 
| “Next Dimension” in circulation. With it, you can take the 
: “guessing” out of your advertising program . . . and KNOW that 
I your advertising in The Journal reaches the men who buy. 
I 
! 
t 


\ THE OIL AND GAS JOURNAL 


‘Solow Tee formal, ..and You sella the Oilelpdaiby/* 
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Beach, California 
—— In Lakewood, as in Long Beach, 68% of All 


Newspaper Readers Take the Press-Telegram 


“The Paper the People and Advertisers Prefer” 


Represented 
Nationally by 


CRESMER & 
WOODWARD 
Ine 


Press-Telegram 
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It's a Rare TV Commercial That Gets 
Voiced by Smooth-Tongued Spieler — 


New York, July 20—That 
unique species of salesman, the 
mellow-voiced commercial an- 
nouncer, who has flourished and 
multiplied during radio’s golden 
era, may become as obsolete as a 
Model T Ford in the age of tele- 
vision. 

Even at this early stage of the 
new medium, he is rapidly losing 
ground to puppets, scientists, art- 
actresses, singers and ani- 
mated trademarks, The commer- 
cial that shows an uncostumed an- 
nouncer presenting a straight sales] 
message for a sponsor is exceed- 
ingly rare. 

This may be because there are 
few announcers—radio veterans 
and otherwise—who can, without 
benefit of props and elaborate 
productions, stand in front of a 


x 


of America live! 


Advertising Age, July 24, 1959 


camera and demonstrate and talk 
about a product without looking 
slightly pained. This feat unm 
doubtedly requires the un-self. 
consciousness of an Arthur Gods 
frey. 


= As a_ result, experimentally 
minded TV advertisers are utilize 
ing the services of less inhibited, 
less stereotyped individuals. Styleg 
in delivery range from that of 
Dorothy Collins, who sings the 
praises of Lucky Strike, to that of/ 
the dragon “Ollie,”’ who can say the 
right things about Sealtest, RCA” 
and Ford without gushing. 

A pioneer in the sugar coating 
of the TV advertising is Texas Co, 
Pitchman Sid Stone, featured on 
the “Texaco Star Theater” (NBC) 
since its beginning, still is a pace 
setter for integrated commercials, ” 
“Molly Goldberg” (CBS) sells 
Sanka coffee without needing any 
assistance from an announcer. 

Movie actress turned vided 
saleswoman is Betty Furness, who — 
has been re-signed to demonstrate — 


the advantages of Westinghouse © 
“Studio — 


appliances this fall on 


One” (CBS). 


The man and 


woman on the street has provided © 
some of the most interesting com- © 


mercials on Philip Morris’ “Can- 
did Camera” (CBS) when Allan 
Funt inveigled them into taking 
the “nose test.” 


a Dr. Roy K. Marshall, a physicist, © 
explains why a Ford is a good buy ~ 
in between the doings of Jack Ha- 
ley on the summer show, “Star Re- 
vue” (NBC). Tobacco dealers, who 
report their customers’ preference 
for Chesterfield, speak for Liggett 
& Myers Tobacco Co. during tele- | 
casts of the Giant games over 
WPIX. ; 
Movie stars voice the slogan— 
“Blatz is Milwaukee’s finest beer. 
I’m from Milwaukee—I ought to 
know”—in sales messages to Rol- 
ler Derby fans on ABC-TV. An art- 
ist, complete with smock, draws 
pictures as he pitches for Rup- 
pert beer on 
House” (NBC). 


“Broadway Open : 


; 

Even those programs that have © 
a straight announcer to handle the © 
commercials sometimes call on the © 


talent on the show to give him 4 © 
MeNellis and the © 


hand. Maggi 


glamor panel on “Leave It to The © 


Girls” (NBC) usually speak a few © 


words on behalf of Regent cigar- — 


ets, 


@ Several companies are taking 
the copy approach to television 
selling by utilizing animated 
trademarks. 
The pretty blonde, who plays 
the part of “Bonny Maid” on “Ver- 
satile Varieties’ (NBC), gets 4 
great deal of fan mail which has 
nothing to do with linoleum. A 
girl in a doe costume—“Dorothy 
Doe’”’—sells Doeskin tissues on the 
“Eloise McElhone Show” (Du- 


Mont). 

Faye Emerson’s first assistant 
in the commercial sequences on 
the Snow Crop Marketers’ telecast 
(NBC) is a little character which 
runs in and out, wearing a teddy 
bear suit and answering to the 
name of “Teddy Snow Crop.” 


Luick Ice Cream Names Two 


D. E. Fassler, sales manager of 
Luick Ice Cream Co., Milwaukee, 
has been named special accounts 
executive to handle special] man- 
agerial activities. Howard A. Fox, 
formerly with Simmons Co., has 
been appointed sales manager. 


Appoints Ringer Agency 


California Truck Rental Co., Los 
Angeles and Oakland, has named 
Lee Ringer Advertising, Los An- 


_| geles, as advertising and sales pro 


motion counsel. 
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tg “Aetna Steel advertisements 


Bert Goldsmith, Inc., N.Y.C. 


prepared oy Alfred J. Silberstein, 


. says Clay Wollaeger, 
sales manager of Aetna Steel 
Products Corporation, regarding his 
Company's advertising in 
PRACTICAL BUILDER 


“your good publication always has been and still is the publication on 
which we leam most heavily for actual sales results.” 

“vour book is practical because we can trace from it consistent sales 
results and, after all that is what a sales manager looks for in his 
advertising.” 


These unsolicited comments from Aetna Steel, a regular advertiser in 
PRACTICAL BUILDER since 1946 and now on PB’s back cover every month, 
are typical of the many gratifying letters we have received from adver- 
tisers this year. PRACTICAL BUILDER’s advertisers are the roster of top- 
tier companies in the light construction field because—very simply — 
PB produces results. To produce those results a magazine must have 
penetration, the editorial wallop that gives your advertising interested 
readership. In PRACTICAL BUILDER you get it. 


New Builder Study 


Many questions of vital 
importance to every sales 
and advertising executive 
selling to the far-flung 
light construction market 
are answered in 
PRACTICAL BUILDER's 
recently completed builder 
study. For your free copy, 
write Dept. AA on your 
business letterhead. 


PRACTICAL 
BUILDER 


5 South Wabash Ave., Chicago 3, lil. 


Published by Industrial Publications, Inc., for 
over 33 years exclusive publishers to the Building 
Industry, also publishers of Building Supply News, 
BSN Dealers’ Directory Issue, Building Materiol 
Merchant & Wholesaler, Brick & Clay Record, 
Ceramic Industry and Ceramic Data Book. 
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Along the Media Path 


e@ Video Station KPIX, San Fran- 
cisco, has sent two of its top staff 
members to Korea to film combat 
scenes for the station’s viewers. 
Sanford Spillman, program di- 
rector, and Forrester Mashbir, pro- 
duction manager, hope to cover 
up-to-the-minute action with their 
sound movie cameras and fly the 
footage directly to KPIX. The sta- 


tion plans to make the films avail- 
able to other TV stations through- 
out the country. 

In addition to the spot news re- 
ports, Mr. Spillman and Mr. Mash- 
bir plan to shoot documentaries on 
life in Korea, and the MacArthur 
command. 


e A profusely illustrated, 20-page 


WREN 


She hight Spot in 
TOPEKA KANSAS 


WEEO 


& COMPANY 


booklet has been issued by Station 
WBZ, Boston. The brochure fea- 
tures personnel, facilities and oper- 
ations of WBZ, WBZ-FM and 
WBZ-TV. The booklet is given all 
persons who tour the studios. In 
order to encourage contact between 
visitors and station personnel, the 
third cover is reserved for auto- 
graphs. 


e Station KTTV, Los Angeles, has 
published a 36-page pictorial rec- 
ord of its accomplishments during 
the first year of operation. The 
booklet covers the station person- 
nel, programming, production, traf- 
fic, etc. 


e Furniture and home furnishings 
advertising in Chicago newspapers 
by department stores and specialty 
shops has increased more than 
200% in the period 1940-49, accord- 
ing to a Chicago Tribune analysis. 
In 1940, the advertising invest- 
ment was $2,230,997. In 1949, the 
total was $6,820,226. The Tribune’s 
share increased in the same period 
from $896,501 to $3,471,784. 


The Tribune also has made an 
analysis of 735 retail advertisers 
in merchandising classifications 
who allotted more than $1,500 each 
to advertising in all Chicago news- 
papers during 1949. The 735 ad- 
vertisers, according to the report, 
invested a total of $30,529,425 in 
Chicago newspaper advertising, of 
which $16,754,128 went to the Trib- 
une. 


e On June 10, Station KOIL, Oma- 
ha, celebrated its 25th anniversary. 
on the air. Special programming 
on June 9th and 10th highlighted 
the station’s “silver summer” cele- 
bration—an all-out drive for sum- 
mer listenership. Contests and give- 
aways, promoted by top station 
personalities, resulted in 14 new 
accounts, reinstatement of 11 ac- 
counts, and increased schedules 
for four accounts. 


e Station KIEV, Glendale, has 
joined the parade of southern Cali- 
fornia independents who have re- 
ported record gross revenue for 
the first six months of 1950. With- 


the only publication 
covering the industrial 
market at its influential 


laboratory level 


INDUSTRIAL LABORATORIES — The only 
Publication edited solely for key laboratory 
personnel — starts with the October 1950 issue. 
It will give this large, influential gtoup brief, 
factual reports on the new laboratory apparatus, 
equipment, instruments, materials and supplies 
so necessary to their projects. 


INDUSTRIAL LABORATORIES will have a 
guaranteed controlled circulation of over 20,000 
per month — by name and title — reaching the 
department heads of Research, Development, 
Control and Testing Laboratories and Pilot Plants 
operated by industry. In addition it will cover 
the Government, University and Independent 
Laboratories cooperating with industry. 


Research and 


Development teams are impor- 


tant, not only to the supplier of apparatus and 
equipment for the laboratory, but also to the 
manufacturer whose products must receive 


- 


laboratory approval before their acceptance for 


production. 


The rapid growth in number, size and importance 
of industrial laboratories over the past ten years 
has been phenomenal. F.W. Dodge Corporation 
reports that over $350,000,000.00 has been 
spent in the past five years for laboratory build- 
ings alone. Over 187,000 technical personnel 
were employed in these laboratories by 1949. 


Now, for the first time, it is possible to present 
your products to this complete group that exerts 
such a tremendous impact on the purchasing 
policies of industry. Your advertising in the 
October issue will place your products before this 


audience at minimum cost. 


Extensive surveys 


have shown that they want this magazine — they 
are waiting for it— and they will be interested 
in seeing your advertisement. Forms close 
Sept. 10— write, wire or phone for full details.. 


= al lobrat Ones 


INDUSTRIAL LABORATORIES PUBLISHING COMPANY 
201 NORTH WELLS STREET 


CHICAGO 6, ILLINOIS 


e@ DEARBORN 2-0369 


Advertising Age, July 24; 1§ 


in the past month, KFAC, Los An. 
geles, and KVEN, Ventura, have 
announced new records. And 
KIEV’s six-month billings are up 
30.1% over volume for the same 
period last year. 


e The Hour, Norwalk, Conn., hag 
increased its single copy price from 
4¢ to 5¢. 


e Station WTIC, Hartford, played 
an important role in Hartford's 
first downtown block party re 
cently. More than 10,000 dancer; 
and spectators crowded into 4 
roped off area in the center of the 
city’s business district for the 
event, which was sponsored by the 
Hartford Chamber of Commerce,’ 
Paul W. Morency, head of WTIC, 
also is anne of the Hartford 
CofC 


@ On Aug. 1, the Los Angeles Her- 
ald & Express will establish new 
rates for color advertising. Instead 
of a 36% extra charge for black 
and one additional color, the pa- 
per will charge a flat premium 
rate of $385 for black and one 
color. The new rate will apply to 
all color ads up to full-page units, 


e Woman’s Day’s August issue 
carries 20.8% more advertising 
than the August issue last year, 
Advertising revenue for the same 
issue is up 19.7%, as compared 
with the August, 1949, issue. 


e Executives of Station WDTYV, 
Pittsburgh video station, are pleas- 
ed over results of a recent tele. 
phone order test made by Natural 
Foods Institute, through Foster & 
Davies, Cleveland. The institute 
bought a half-hour of time in or- 
der to feature its Vita-Mix ap- 
pliance, a device for preparing and 
mixing juices of all sorts. 

A telephone answering service 
was engaged to handle the orders 
and, by the following afternoon, | 
460 orders had been taken. At” 
$29.95 per Vita-Mix, sales totaled © 
more than $13,500. Time cost was 
$270. Calculations show that the 
half-hour show pulled 51¢ worth 
of business for every penny in- 
vested. 


e A large percentage of insurance 
agents in cities and towns of less 
than 25,000 population believe that 
insurance companies should ex- 
plain in their ads how insurance 
money is used, according to a Path- 
finder survey. The agents feel that 
educational advertising would help 
educate the public and make it 
easier to sell insurance. 

The majority of the 980 respond- 
ents also were overwhelmingly 
opposed to government operation 
of insurance. The vote was 748 to 
151. Pathfinder’s study also con- 
tains data on media preferred by 
the. agents. 


@ Practical Builder has issued 4 
26-page report on the building and 
remodeling activities of represen | 
tative subscribers during 1949, and 
their planned or projected activi- 
ties for 1950. 

The report is based upon 1,086 


completed questionnaires from sub- 
scribers in residential, commercial 
and industrial construction fields 
and covers volume and types o 
construction work, price ranges, 
construction outlook and new fea- 
tures of 1950 houses. 
=i) Profitable Hobbies! 
71 Count ’em...every # 
“| keyed for direct, traceable 
i results! If you haven’tdit 
covered the remarkable 
pulling power of this 
REPLIES! | order magazine gold mi0é 
pamallad in | PROFITABLE HOBBIES 
bies brought in | write at once for sam 
S62 answers to | copy and low rates. Ciret 
Frank Ormson | lation: 100,000 ABC! Get 
California the facts now... write 
PROFITABLE HOBBI 
728 HOBBIES BUILDING, KANSAS CITY 16, MM 
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11-12. Pennsylvania Newspaper 
Publishers’ Association, annual classified 
advertising clinic, Penn Harris Hotel, Har- 
risburg. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 


Sept. 


Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 


ca; le 

Soot. 30-Oct. 3. Mail Advertising Serv- 
ice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 5. Export Advertising Association, 
2nd annual convention, Hotel Plaza, New 
York. 

Oct. 5-7. Newspaper Advertising Man- 
agers’ Association of Eastern Canada, 
$rd annual meeting, Mount Royal Hotel, 
Montreal, Que. 

Oct. 6-7. Pennsylvania Newspaper Pub- 
lishers’ Association, annual convention, 
Penn Harris Hotel, Harrisburg. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 


cago. 

Oct. 23-25. Agricultural Publishers As- 
sociation, annual meeting, Chicago Ath- 
letic Club, Chicago. 

Oct. 26-28. Southern Newspaper Pub- 
lishers Association, annual convention, 
The Greenbrier, White Sulphur Springs, 
W. Va. 

Oct. 31-Nov. 1. American Association of 
Advertising Agencies, annual Eastern Con- 
ference, Hotel Roosevelt, New York. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 

May 2-4, 1951. Association of Canadian 
Advertisers, annual convention, Toronto. 


Broadcasters Name Spencer 


The board of directors of South- 
ern California Broadcasters’ Assn. 
has named Ernest L. Spencer, 
president and general manager of 
KVOE, Santa Ana, as vice-presi- 
dent of the group. He fills the post 
left vacant by the recent death of 
Clyde Scott, manager of KECA, 
Los Angeles. Mr. Spencer held the 
same post from 1947 until this 
year. 


Anderson Quits Tea Bureau 


Einar C. Anderson, research di- 
rector of the Tea Bureau, New 
York, has resigned to become di- 
rector of research of Thomas J. 
Lipton Co., Hoboken, N. J. 


376,640 

FOR 
Among St. Petersburg TIMES local 
advertisers there is a couple of 
ambitious young fellows who de- 
cided to build a better home for 
less money. 

They planned it wisely—built 
it well—a REAL VALUE—AND .. . 
in just a little more than 10 short 
weeks (to 5/31/50) have orders 
for more than $376,640.00 worth 
at an advertising cost of only 


$735.36 . . . in the TIMES, of 
course, 


As we've said all along . . . the 
TIMES gives you READERSHIP— 
RESPONSIVENESS—RESULTS! 


ST. PETERSBURG — FLORIDA 
~ TIMES — 
Represented by 
Theis & Simpson Co. Inc. 


New York Atlanta Detroit Chicago 
V. J. Obenaver, Jr. in Jacksonville, Fla. 


a 


6-Month Newsprint 


Use Increases 642% 


New York, July 17—Total 
newsprint consumption in the U. S. 
for the first six months of the year 
was estimated here by the Ameri- 
can Newspaper Publishers Assn. at 
2,931,662 tons. During the same 
period, daily newspapers reporting 
to the ANPA used 2,257,380 tons of 
newsprint—a gain of 6.5% over 
the first half of 1949 and 15.3% 


over the first half of ’48. 

Total estimated newsprint con- 
sumption for the month of June, 
1950, came to 488,938 tons. Dailies 
reporting to ANPA used 376,482 
tons during the month, as com- 
pared with 349,944 in June, ’49, 
and 327,060 tons in June, ’48. 

Stocks of newsprint on hand and 
in transit at the end of last 
month were 30 days’ supply on the 
average for all dailies reporting to 
ANPA. This is the same supply as 
at the end of May, but 9 days’ less 


supply than a year ago. There 
were 34 days’ supply at the end of 
June, 1948. 


Jewelry Guide Out Soon 

The 1950-51 directory issue of 
the “Jewelers’ Buyers Guide,” 
New York, will be out about Aug. 
14. The 800-page book contains 
up-to-date and corrected names, 
addresses and telephone numbers 
of over 7,000 jewelry manufac- 
turers, wholesalers, importers, re- 
pairers and service organizations, 
plus others in allied lines. 
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Olympic Names Bart A. M. 


George F. Bart, formerly adver- 
tising manager of Gross Distribu- 
tors Inc., New York, has been 
named advertising manager of 
Olympic Radio & Television, Long 
Island City, N. Y. 


Picks Chambers & Wiswell 


Chambers & Wiswell, Boston, has 
been named to handle advertising 
and promotion of New England 
Foods Exposition to be held Oct. 
3-8 at the Boston Garden in Bos- 
ton. 


bring your layouts to life... print on 


THE NEW INTERNATIONAL TI-OPAKE 


So quick-drying, even rush jobs take less time. 


So opaque, show-through is reduced to a minimum Smooth finish for 


faithful reproduction in broadsides, catalogs, house organs. 


Vellum finish for clear, clean-looking folders, booklets, announcements. 


Open up new printing possibilities with the new bright white Ti-Opake! 


International Paper Company, 220 East 42nd Street, 


New York 17, N.Y. 


INTERNATIONAL PAPERS 


for printing and converting 
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Footnotes 


By G. D. CRAIN JR, oe 


The election of Bennett S. Chap- 
ple Jr., assistant vice-president of 
United States Steel Corp., to the 
presidency of the National Indus- 
trial Advertisers Association just 
25 years after his father received 
that honor, was not only unusual, 
but highly interesting in a num- 
ber of ways. 

Bennett S. Chapple Sr. also was 
a steel man at the time of his elec- 
tion to the NIAA presidency, hav- 
ing served with distinction as vice- 
president in charge of advertising 
and public relations of American 
Rolling Mill Co., now Armco Steei 
Corp. His successful advertising of 
Armco, the trade name of the com- 
pany’s products, was largely re- 
sponsible for the decision to change 
the corporate title. 

While Mr. Chapple senior was 
president of NIAA, it was still 


You, too, 

can ring the bell to more sales 
by advertising in The Wall 
Street Journal. 

Today’s ABC circulation of 
153,208 gives you nearly five 
times as many subscribers as 
8 years ago...and at a reduc- 
tion in cost-per-thousand of 
62%! 

If you advertise to business, 
The Wall Street Journal 
should head your list. 


THE WALL STREET 
JOURNAL 


44 Broad Street 911 Young Street 
New York Dallas 


415 Bush Street 
San Francisco 


SS oe eT ee 


small and struggling, having been 


' formed in 1922. Under his admin- 


istration, many new chapters were 
organized, and some of the most 
successful development work in the 
history of the association was un- 
dertaken. He traveled extensively 
to promote interest in association 
work and in the organization of 
new local groups. 


s Ben Chapple, now largely re- 
tired from active business, was an 
old-fashioned silver-tongued ora- 


tor. He had a genuine eloquence 
which few could resist, and his 
speeches at NIAA meetings were 
always effective and moving. As 
president, he created enthusiasm 
which carried on in succeeding ad- 
ministrations. 

He was one of the pioneers in 
public relations work. As a matter 
of fact, this was a subject to which 
comparatively little attention had 
been paid at that time, but Mr. 
Chapple had a clear picture of the 
need for winning friends and in- 


fluencing people, including em- 
ployes, customers, stockholders 
and the general public. 

Another of his enthusiasms at 
that time, the significance of which 
was probably not fully appreciated, 
was the concept that advertising 
could play an important role in 
maintaining peace and assuring 
friendship among the people of all 
countries. He felt that if advertis- 
ing methods could be harnessed to 
the job of spreading the gospel of 
peace on earth and good will to 
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men, war might be made a thing of 
the past. 

While World Peaceways later 
endeavored to carry out this idea, 
its lack of success was not due to 
any fallacy in the idea, but per- 
haps to the fact that its copy was 
addressed principally to Americans 
rather than broadcast throughout 
the world. 


sw While vice-president of Armco, 
Ben Chapple did another pioneer- 
ing job, certainly as far as indus- 


Continuous, as usual, are WWL’s campaigns of 
24-sheet posters, streetcar and bus dash signs, 
store displays, posters, stack signs and personal- 
assistance calls on the trade. WWL gives more of 


everything ...to the listener... to the advertiser. 
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trial companies were concerned, in 
making use of network radio. 
While Armco products were being 
promoted to the public for the 
benefit of fabricators, Ben Chap- 
ple’s voice was heard as the Iron- 
master on this program for a num- 
per of years. 

Ben Chapple Jr. is thus suc- 
ceeding his father not only in lead- 
ing the NIAA, but also in assisting 
in the advertising and sales pro- 
motion of steel products as an ex- 
ecutive of the largest company in 


el Se at, Se 2” Pe 


the industry. His election was very 
popular among the members, 
many of whom have warm recol- 
lections of the grand job which his 
father did in the early days of the 
association, now the largest adver- 
tising organization in the world. 
The new NIAA president is a 
close student of advertising meth- 
ods and techniques, and already 
has made many valuable contribu- 
tions to industrial advertising and 
marketing by the studies of ad- 
vertising budgets, conducted by a 


committee of which he was chair- 
man. His interest in making indus- 
trial advertising more scientific 
and more closely geared with sales 
effort will undoubtedly have an 
important influence on future as- 
sociation activities. 

As far as friends and admirers 
of Bennett Chapple Sr. are con- 
cerned, the best that they can wish 
for the new president of NIAA is 
that he equals the great record 
made by his father a quarter of a 
century ago. 


Almy Joins Landers, Frary 

Richard B. Almy, formerly an 
account executive with Hugh H. 
Graham & Associates Inc., New 
Britain, Conn., has joined the ad- 
vertising and promotion staff of 
Landers, Frary & Clark, New Bri- 
tain, maker of Universal household 
helps. 


Mogul Agency Picks Landau 

Emil Mogul Co., New York, has 
named Ely A. Landau, formerly 
with Moss Associates, as head of 
its television department. 


South’s Greatest Salesman 
Uses New Ideas In Program-Promotion 


WWL’s current newspaper campaign is far and away the 
biggest, most comprehensive listener campaign New Orleans 
has ever seen. A series of full pages in color—plus 2-column 
newspaper ads every day—all as packed with appeal as 
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WWL Leads in Hoopers 
_ «+Morning...Noon A , 
...and Night 


WWL has a substantial lead 
in both mornings and after- 
noons. And, evenings, its share 
of audience exceeds that of the 
next two stations combined. 
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WWL is packed with CBS stars and local attractions. 
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Whatever you have to sell, 


South’s Greatest Salesman 
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CLEAR CHANNEL 


CBS AFFILIATE 


A DEPARTMENT OF LOYOLA UNIVERSITY 
REPRESENTED NATIONALLY BY THE KATZ AGENCY 
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Marketing Group Elects 

Joseph Ward, Seattle market re- 
search man, has been elected pres- 
ident of Puget Sound Chapter of 
the American Marketing Assn. 
Other officers are: Edward Brown, 
professor of business management, 
University of Washington, vice- 
president; Victor Lervold, General 
Petroleum Corp., treasurer, and 
Marilyn Druck, Bureau of Business 
Research, University of Washing- 
ton, secretary. 


Appoints McDowell A. M. 

E. R. McDowell, production man- 
ager, has been named advertising 
director of the Colorado Springs 
Gazette Telegraph. He will con- 
tinue his former duties. Mr. Mc- 
Dowell succeeds Alan Nicholas, 
who has joined WHHM, Memphis. 


Two Appoint Kemper Agency 
Don Kemper Co., Dayton, has 
been retained to handle the adver- 
tising and promotion of Braun 
Bros. Packing Co., Troy, O., and 
Dayton Dirplay Co., division of 
Standard-Dayton Corp., manu- 
facturer of store fixtures. 


Care 
to look at 


our 


family 


Ln 570,000 homes in America, 
House BEAUTIFUL occupies the 
honored place once reserved for 
the family album. Because, in those 
homes, House BEAUTIFUL is the 
family album. 

Engaged couples pore over its 
pages together. So do couples 
who’ve been married for- years, 
built houses, brought up children. 
House BEauTiFut holds a personal 
fascination for these Americans, 
because on every page they find 
likenesses of themselves, their 
homes, their lives. 

2,560,000* readers consider 
products they see in House Beau- 
TIFUL close friends of the family. 
(The record total of 50,000 people 
in the retail trades subscribe to 
House BEAUTIFUL just to keep 
tabs on this ever-widening circle 
of friends.) 

Some 90,000 of House BEautI- 
FUL’S subscriber families earn more 
than $25,000 a year. Shouldn’t 
your product rate as a close friend 
of families like these? Doesn't 
your product deserve a place in 
their family album? 

*4.5 readers per copy. 


House Beautiful 


the azine 
that sells both sides of 
the counter 
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Dorland Promotes O'Hare 


Frank J. O’Hare, assistant pro- 
duction manager for Dorland Inc., 
New York, has been named pro- 
duction manager of the agency. 
He succeeds Emanuel! Tietler, who 
has resigned. 


‘Parade’ Appoints Hammen 


Jay L. Hammen has been ap- 
pointed advertising manager of the 
Detroit office of Parade, He has 
been with Parade since 1947. 


Appoints Rowe & Wyman 

Rowe & Wyman Co., Cincinnati, 
has been named to direct the ad- 
vertising of Wrenn Paper Co., 
Middletown, O., manufacturer of 
blotting paper, saturating papers 
and absorbent specialties. 


Ratferty to Tracy-Locke 


Paul G. Rafferty has been 
named an assistant account execu- 
tive of Tracy-Locke Co., Dallas 
agency. 


MATRIX COMPANY, 


_ S17 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS — 


Railroad Advertising 
and PR Activity Gain 


$2,000,000 Ad Budget, 
Rail Progress Have Put 
End to Socialism Debate 


By STANLEY COHEN 

WASHINGTON, July 19—Not so 
many years ago, railroads and rail- 
road management were in the pub- 
lic’s doghouse. 

High school debaters pounded 
at the theme, “Resolved: that gov- 
ernment should take over the rail- 
roads.” 

As recently as 1941, the Associa- 
tion of American Railroads found 
that 45% of the public doubted 
that railroad management could 
measure up to the needs of a na- 
tional emergency. 

It would be nice to report that 
they were saved by an extensive 


and imaginative advertising and 
public relations program, but that’s 
not quite the truth. 


s The debate over socialized rail- 
roads passed out of fashion be- 
cause railroad management cap- 
tured public admiration by per- 
forming transportation miracles 
during World War II. 

Railroad advertising and public 
relations helped end the debate, 
and keep it ended, by making sure 
that the public knew about these 
miracles and continued to be re- 
minded of them. 

Throughout World War II, rail- 
roads made a point of telling the 
public that they were too busy 
for “travel as usual.” They ham- 
mered home the fact that 97% of 
all military personnel and 90% of 
all military freight moved by rail. 


ing 


ensuing season. 


up to the present time. 


purchases of today. 


INDUSTRIAL PUBLICATIONS, INC. NOT TO INCREASE RATES 


In view of the recent increases in advertising rates announced 
by some of our contemporaries in the building field, we have been 
questioned as to our position in this respect. 


I is not the intention of Industrial Publications, Inc. to raise 
the advertising rates on BUILDING SUPPLY NEWS or PRAC- 
TICAL BUILDER to our present advertisers for the current or 


Because of our increased advertising volume we are able to 


absorb increases that have become effective in our operations 


In view of our increased circulations, buying power, editorial 
influence and enlargement of all editorial functions, BUILDING 
SUPPLY NEWS and PRACTICAL BUILDER are the outstand- 


INDUSTRIAL PUBLICATIONS, INC., 5 South Wabash Ave., Chicago 3, Ill. 


For over 33 years exclusive publishers to the Building Industry, also publishers of BSN Dealers’ Directory Issue, 
Building Material Merchant & Wholesaler, Brick & Clay Record, Ceramic Industry and Ceramic Data Book. 
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GOOD BUSINESS—Association of Amer- | 

ican Railroads ties in with the 20-second 

closing commercial on the “Railroad 

Hour” with the headline of this maga , 

zine ad. The copy appeared in Collier's, 

Instructor, Life, Look, and The Saturday 
Evening Post. 


Looking back at the jittery ’20s 
and ’30s, when the public toyed © 
with the idea of socializing the 


railroads, railroad management 
would probably concede that it got 
no better than it deserved. 


sw In its dealings with the public, | 
railroad management was hope- — 
lessly stuffy and bureaucratic. Its 
ads were largely of the timetable © 
variety. Until 1936, there was no 
organized effort to provide the 
industry’s answer to the _ issues 
which puzzled the high school de- 
baters. 

But in 1936 the railroads began 
to tell their story through an ad- 
vertising and public relations cam- 


paign organized by the Associa- 
tion of American Railroads. 

From the start, the industry 
united on a single set of objec- 
tives: to keep before the public 
the idea that railroads are essen- 
tial—that they do a better job 
than most people realize—that 
“given an even break” they can 
do a still better job. 

For years, AAR worked with 4 — 
budget of $500,000 to $750,000. At 
present it has $2,000,000. The lion’s 
share—$1,150,000—is for the “Rail- : 
road Hour,” the industry’s popular 
radio feature on NBC. ; 


ene tee ee Sern ae 


_ 


a Though only two years old, 
“Railroad Hour” is respected as 
one of the most potent weapons in 
the industry’s arsenal. Its 20-sec- 
ond closing commercial—“It’s good 
business to do business with the 
railroads”—is a capsule summary 
of AAR’s whole program. 

Last January AAR ran a test of 
the program’s pulling power. O2 
Jan. 23, a two-minute middle 
commercial offered a _ booklet, 
“Quiz on the railroads.” On each 
of the three succeeding weeks, 
there was a 20-second remindet. 
The results: 63,794 requests, 98.5% 
of them correctly addressed, right 
down to zone number. 

AAR’s publication budget is con- 
fined to magazines and farm pa- 
pers. A new campaign introduced 
last year operated through press 
and radio publications. Under the 
signature of AAR President Wil 
liam Fericy, the association put 
before this specialized readership 
a series of ads, each devoted to @ 
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explanation of one of the prob- 
lems facing the railroads. 


gs Public relations portions of 
AAR’s program go far beyond the 
customary services to press and 
radio. 

Railroads feel that their com- 
petitors, particularly the airlines, 
get extensive publicity assistance 
from government agencies. So 
AAR makes special efforts to sup- 
ply schools with information about 
railroads. Films, speeches and pic- 
tures are all available for the use 
of industry members. 

Continuing studies are made of 
public opinion, and of editorial 
and radio comment on transpor- 
tation subjects. 

Col. Robert S. Henry, AAR vice- 
president who has directed the 
campaign from its inception, rests 
heavily for advice on an advisory 
committee consisting of represent- 
atives of about 30 railroads. 

The committee is a two-way 
street. It reviews AAR’s ideas— 
and it channels them into pro- 
grams of the individual railroads. 


a Despite the fact that its ads 
deal largely with economic ab- 
stractions, AAR gets good reader- 
ship. 

Early this year, Benton & 
Bowles, AAR’s agency, reported 
that nine out of ten AAR ads were 
“above average” in a Starch rat- 
ing of ads “read most” by men; six 
of AAR’s ten were in the top 30%. 
Among women, six were just above 
or just below “average”. 

One of the industry’s problems 
AAR tries to overcome in its ads 
is “remoteness.” 

“Most people seldom see the 
freight car side of the railroad,” 
Col. Henry says, “yet city people 
depend heavily on the freight car 
for their survival.” 

Therefore, many AAR ads are 
about freight cars, “The most pop- 
ular—and most thrifty—car in 
America.” 


# Another theme of AAR’s cam- 
paign is “Progress”. 

“The story of railroad progress 
consists of dozens of new ideas 
and new methods,” Col. Henry 
points out. “It is hard to drama- 
tize the story, because it is often 
in terms of things the public never 
sees; for example, the switchover 
from arch bar to cast steel side 
frame trucks for freight cars. 

“All the changes contribute to 
more efficient, safer transporta- 
tion.” 

Some AAR ads point to these in- 
novations. Recently, AAR told 
about the flange lubricator, which 
reduces friction as trains go around 
curves, reducing wear on the rails. 


® Railroads want the country to 
feel they are doing well—but that 
they could do even better under 
“equitable public policies and 
taxation.” 

It’s on this point they come to 
blows with their competitors. 
Often, AAR reminds the public 
that railroads maintain their own 
right of way and pay nearly $5,- 
000,000 a day in taxes; that other 
transportation media—airlines, 
trucks and buses—use facilities 
built at public expense. 

Some of AAR's comments on 
truckers get pretty rough. Recent- 
ly, AAR signed an ad showing an 
unhappy motorist trapped behind 
a huge trailer truck which was 
crawling up a steep hill. 

Though individual railroads and 
regional railroad groups are all 
doing far more aggressive adver- 
tising and public relations, Col. 
Henry feels the industry is still al- 
lowing opportunities to slip by. 


® “If the railroad industry as a 

whole spent as much, in proportion, 

for advertising as the domestic 

airlines,” Col. Henry wrote recent- 

ly, “its budget for these purposes 

ogg be more than $300,000,000 a 
ar. 


“Even putting the comparison on 


the basis of passenger revenue 
alone, railroad expenditures would 
have to be approximately $85,000,- 
000 a year to match airline ex- 
penditures.” 

In 1948, advertising expenditures 
of 131 railroads totaled $24,357,- 
000, according to the Interstate 
Commerce Commission. 

Chief among individual railroad 
advertisers in 1948, the ICC re- 
ported, were, in order, the Union 
Pacific, Santa Fe, Pennsylvania, 
New York Central and Chesapeake 
& Ohio, each of which invested 
more than $1,000,000 for advertis- 
ing. ‘ 

The Union Pacific invested $2,- 
641,853 that year, $742,485 in mag- 
azines, $747,551 in newspapers, $5,- 
405 in radio, $1,146,412 in calen- 
dars and other media, and $51,545 
for salaries and expenses of its ad 
department. About 0.6% of its 
total operating revenues went into 
advertising. 


a The Santa Fe, about 0.5% of 
its revenue going for advertising, 
invested $2,550,012, according to 
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PROGRESS—In this ad, Association of 

American Railroads tells about flange 

lubricators, one of the thousands of un- 

dramatic innovations that make railroads 
safer and more efficient. 


the ICC, of which $648,140 was for 
magazine space, $537,519 for news- 


papers, $41,538 for radio, $1,230,- 


827 for other advertising and $91,- 
988 for ad department salaries and 
expenses. 

Third largest individual railroad 
advertiser in 1948 was the Penn- 
sylvania, which put $2,460,253— 
0.25% of revenues—into advertis- 
ing. Of this, $667,802 went into 
magazines, $386,269 into newspa- 
pers, nothing into radio, $1,339,352 
into calendars, etc., and $66,830 
into the ad department costs. 

The ICC report showed that 99 
of 127 Class I railroads used mag- 
azines, 110 used newspapers, 55 
used radio and three small lines 
did no advertising at all. 


a Of every $100 of operating 
revenue in 1947, railroads were 
spending 26¢ for advertising. 
Meanwhile, airlines were spend- 
ing $3.13; intercity buses over 
$1.16; intercity trucks 29¢. 

In 1941, 45% of the public had 
little confidence in the railroads; 
by 1946 only 13% were for gov- 
ernment operation. In 1941, 40% 
thought railroads “were doing a 
good job”; by 1946, 80%. 


Are they holding the gain? 

“Probably not entirely,” Col. 
Henry confesses, “But we think 
we are for the most part. And we 
are doing everything we can to 
provide the answer to any doubts 
which arise in peoples’ minds.” 


BLASTS PULLMAN, Y&R 


FOR ‘VICIOUS AD’ 

Cuicaco, July 19—Aviation Week 
has hurled a charge of “vicious ad- 
vertising” at both the Pullman Co. 
and Young & Rubicam in a recent 
editorial commenting on a cer- 
tain Pullman ad which ran recent- 
ly. 

The ad shows a man waving 
goodby to his wife and two small 
children through the window of a- 
train. Copy reads: “I have three 
good reasons for going Pullman.” 
The three reasons, the copy goes 
on to explain, are—‘comfortable, 
dependable, and—above all—safe,” 
with the last three words under- 
lined. 

This, according to Robert H. 
Wood, editor of Aviation Week, 
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Represented by O'MARA & ORMSBEE * 


ur 
- questions about Seattle's ' 


This revealing sTUDY OF BRAND 
PREFERENCES in the rich, important SEATTLE 
MARKET is filled with useful, up-to-the-minute facts about 
Market, Methods, Foods, Toiletries, Home Equipment, General 
Buying Habits. It is a standardized analysis as conducted in 
other leading markets by major newspapers in Milwaukee, 
Indianapolis, Omaha, St. Paul, Columbus, Birmingham, Salt 
Lake City, Sacramento and other cities. 

Get YOUR copy now. Ask your local O’ Mara & Ormsbee man. 
Or write to Advertising Manager, THE SEATTLE TIMES, Seattle 11. 
THERE IS NO QUESTION about Seattle’s newspaper reading habits. 
THE SEATTLE TIMES is the ACCEPTED newspaper in Seattle. That’s 


why advertisers know they can sell the rich Seattle market by 
advertising ONLY in THE SEATTLE TIMES. 
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“hits an all-time low in competi- 
tive selling. We can remember no 
other instance when a so-called 
reputable company stooped to im- 
ply its competitors will kill you 
and so leave your wife a widow 
and your children fatherless.” 


= Although the subject ad strikes 
at all competitors of the railroads, 
Wood said, it obviously is intended 
to hit the airlines hardest, because 
Pullman is losing more business to 
air carriers than to any other com- 
peting group. 

“In 1949 the airlines claimed 
41.63% of the total first-class 
scheduled travel market (air and 
Pullman),” Wood said. “This was 
a new high for air. In 1948 it was 
35.30% and in 1940 it was only 
12.36%. Air is coming up FAST. 
Pullman is worried.” 

After roundiy scoring Pullman 
Co., Wood’s editorial took up the 
cudgel against its agency, Young & 
Rubicam, pointing out that “many 
an advertiser’s pet suggestion for 
copy themes has been promptly 
scotched by reputable advertising 
agencies who not only know all the 
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900,000 
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Southern homes 
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gf —the 
South’s best-loved maga- 
zine, now the South's 
best-looking magazine 
with a new plate size of 
7” x 10-3/16” — new for- 
mat — new type faces — 
new, top-quality paper 
stock — new, far better 
color reproduction — 
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THE MAGAZINE OF THE SOUTH 
DALLAS, TEXAS 
OF ces im Chivogo, New York, Atlanto, Nashville 
Sempson-Reilly, Ltd., on the West Coost 


various fair trade codes in their 
business, but make some effort to 
live up to them.” 


a “Up to now,” Wood’s editorial 
continued, “this outfit (Y&R) has 
rated a good enough reputation, 
as far as we can learn. We doubt 
if it will carry a very savory name 
in aviation from now on. Because 
this ad is in exceedingly bad 
taste.” 

Revving up all four engines for 
its biggest blast, the editorial 
described the ad as “unethical, 
misleading, disparaging, dishonest, 
destructive, deceptive and unfair.” 

“We think Pullman and this 
agency have put over a gross mis- 
representation on national maga- 
zines and the public,” the editor- 


ial concluded. “Our only consola- 
tion is that we find no air trans- 
portation or aviation accounts on 
this agency’s list. No ad copy the 
airlines have ever run in the re- 
cent and current advertising bat- 
tle between air and rails has come 
close to this ad in misrepresenta- 
tion and bad taste. But what copy 
could?” 


Plans ‘Intro’ for September 


The first issue of Intro, literary 
and art magazine with b&w page 
rate of $40, will appear in Septem- 
ber. Louis Brigante is editor, pub- 
lisher and advertising manager of 
the 50¢ per copy publication. In- 
tro’s address is P. O. Box 860, 
Grand Central Station, New York 
17. 


Gets Airmaid Account 

Myer M. Donosky, former treas- 
urer of Dallas Morning News, has 
been appointed _——— of Air- 
maid Hosiery ills, Dallas. Ef- 
fective July 31, Simmonds & Sim- 
monds, Dallas, will handle the Air- 
maid account, which has been 
serviced for the past 15 years by 
Herbert Rogers Co. Dorothy Can- 
trell, formerly copy chief and ra- 
dio director of J. B. Taylor Inc., 
has been named advertising man- 
ager, and Robert L. Patrick acting 
sales manager. Radio spots and TV 
will be used. 


Appoints Oliver Reid A. M. 

Oliver A. Reid, with Automo- 
tive News of the Pacific North- 
west, Portland, Ore., since 1947, 
has been promoted to advertising 
manager. 
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Form May & Benham Inc. 

Webster L. Benham Jr., fon 
merly general sales manager of 
Station KOMA, and Ed May, g 
food broker, have formed May % 
Benham Inc., Oklahoma City foog 
and merchandise broker. Offices 
are in the Insurance Bldg. 


Appoints Sam Leach 

Courier-Journal Lithographing 
Co., Louisville, has appointed Sam 
L. Leach, commercial artist-part. 
ner in Sawyer & Leach, Louisville 
agency, and inventor-president of 
Sales & Research Inc., as genera] 
sales manager. 


Gets Real Estate Account 

Riker & Co., New York, real es. 
tate, has named Frank Best & Co, 
New York, to direct its advertis- 
ing. 


APRIL, 1949 


AUGUST, | 


NM OW: _™ 


~'s — 7 


IV 


ABP’s DEMONSTRATION 0 


$150,000. 


ABP have invested nearly 


205 East 42nd Street, New York 17,.N. Y. 
MURRAY HILL 6-4980 


* iF You published a business paper, would you © 
pape 

be willing to subject your readership to searching, © 

impartial analysis by advertisers? 


Members of the Associated Business Publications © 
welcome such analyses as a means of demonstrat- 
ing the full strength of the business press. That's 
why, in sponsoring the Advertising Research Foun- 
dation’s “Continuing Study of Business Papers,” 
the members of 


: 


‘ 


The analysis of Automotive Industries, — 
Number One in “The Continuing Study,” was — 
made in 1949. It marked the culmination of a 10-_ 
year period in which ARF had developed special 
techniques for the project. 


Now, in August, September and October 1950, © 
three new segments in “The Continuing Study” 
will create an even fuller understanding of busi- 
ness paper readership. Impartial, definitive anal- 
yses of American Builder, American Mach- 
inist, and Chemical Engineering will reved 
more clearly than ever the power of qualified | 
business publications. 
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Advertising Age, July 24, 1950 


Bates Names Midgley: 
CBS Promotes Maguire 

Cc. E. Midgley Jr., sales service 
manager of the Columbia Broad- 
casting System for the past nine 
years, has been named to the new- 
ly created position of manager of 
the TV and radio media depart- 
ment of Ted Bates & Co., New 


k. 
iiomes P. Maguire has been ap- 
inted sales service manager of 
CBS replacing Mr. Midgley. Mr. 
Maguire had been assistant sales 
service manager since 1942. 


Vortman to Zimmer-Keller 
Clyde D. Vortman, formerly 
with Brooke, Smith, French & 
Dorrance, Detroit, has been named 
head of the media department of 
Zimmer-Keller, Detroit. 


Formfit Sets Drive to 
Make More Women 
Corsetry Conscious 


Cuicaco, July 19—Formfit Co. 
has announced a fall advertising 
campaign designed to sell corsetry 
to what the company terms the 
“lost two-thirds” of ready-to-wear 
customers. Ads will run in 19 na- 
tional magazines and 226 newspa- 
pers starting in September. 

The “lost two-thirds,” according 
to Formfit, are those customers 
who fail to include corsetry in 
their ready-to-wear purchases. A 
recent study by the Formfit Insti- 
tute revealed that a typical depart- 
ment store, which sold outercloth- 


ing to 241,683 women in a single 
year, sold corset items to only 
36% of them. 

In the same year, a study of 
1,100 stores revealed that the aver- 
age store, regardless of size, type 
or character, sold corset items to 
only 34.6% of its outerclothing cus- 
tomers. 


s Formfit has outlined its fall ad 
program in a portfolio titled “Five 
Star Plan,” which will be sent 
to all accounts. The portfolio gives 
the month-by-month schedule of 
magazine and newspaper ads, plus 
suggestions for cooperative ads to 
be run simultaneously by the stores 
for added impact. 

The effectiveness of its coopera- 
tive ad plan, initiated three years 


ago, is indicated by the linage be- 
ing run by retail stores, Formfit 
believes. In 1949, according to Ad- 
vertising Checking Bureau reports, 
retail stores ran over 7,600 ads on 
Formfit girdles—16% more ads 
than the country’s second leading 
brand. On Formfit bras, stores 
ran 10,200 ads—23% more than 
the total of all ads run on other 
leading brands of brassieres. 

Formfit breaks its market into 
three groups—teen-agers, juniors 
of all ages and the remaining adult 
market—and times its advertising 
schedule to tie in with consumer 
demand. 

During September it features 
teen-age and junior items, aimed 
at the back-to-school market; in 
October, biggest sales month of 
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selves, studies in the series provide an abundance 
of special information, editorial and advertising- 


wise, for anyone connected with the business press. 
Advertisers, agencies and publishers find them 
proof of readership... authoritative “memos to 
management” . . . sources of reference . . . meas- 
“pass along” circulation . . . classi- 
fication of buying influences . . . help in the prep- 
aration of advertising budgets . . . “how to” guid- 
ance in writing copy, evaluating the size and 
position of advertisements, checking the effective- 
ness of copy and illustration. In short, the applica- 
tions and uses of these studies are as many as their 


urements of 


users are resourceful. 


“The Continuing Study of Business Papers” is one 
Program among many that ABP conducts to build 
a still more effective business press. The 1949- 
1950 segments in that study are the biggest step 
ever taken in throwing new light on the real worth 
of business publications. They prove, beyond 
doubt, that a qualified business publication, as 
an advertising and an editorial channel, means 


IMPACT! 


UINESS PUBLICATIONS 


The group of ABC-audited, paid circulation business publications which 
been cooperating since 1916 to maintain and enhance the standards of 
business paper publishing, in the interest of the reader and the advertiser 


4s well as the publisher. 
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29 


the year for girdles and founda- 
tions, ads are directed at the adult 
buyers; in November emphasis is 
concentrated on adult bras and 
girdles again, plus teen-age items 
for proms and winter parties; in 
December, best-selling month for 
bras, both adult and junior items 
are featured. 

MacFarland, Aveyard & Co. here 
handles the Formfit account. 


Nesco Advances Altemeier 

E. P. Altemeier has been named 
to the new position of general man- 
ager of the housewares division of 
Nesco Inc., Chicago. With the com- 
pany for 41 years, Mr. Altemeier 
has been sales manager of the di- 
vision since 1938. R. L. Henley has 
been promoted from assistant sales 
manager to sales manager, suc- 
ceeding Mr. Altemeier. 


Bourjois Names Lockman 

Bourjois Inc., New York, man- 
ufacturer of perfumes, has ap- 
pointed Richard Lockiman, for- 
merly assistant director of adver- 
tising and sales promotion of the 
Mennen Co., as advertising man- 
ager. 
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FAMILIES MEAN BUSINE 


... and the New York Journal- 
American delivers more business 
with an all-time-high of over 
730,000 family circulation... 
the largest evening newspaper 
audience ever offered to a New 
York advertiser. 
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SRK DRUG STORES 
BRE LINAGE IN THE 
AN THAN IN THE 


A 
g 


PAPERS COMBINED 


In the first six months of 1950 the Journal-American carried more 
Drug Store advertising (including cosmetics, lotions and toilet articles) 
than all other New York evening papers combined. 


V The Journal -American carried more Drug Store advertising than all 
New York morning newspapers combined. 


The Journal-American carried more General Toilet Requisite Linage 
(National) than all other New York evening papers combined. 


VY The Journal-American gain in General Toilet Requisite Linage was 
greater than any other New York newspaper. 
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A HEARST NEWSPAPER 


NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE gees 
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No. 3681. Consumer Analysis of 
Salt Lake City Market. 

The Salt Lake City Deseret News 
studies shopping habits and brand 
preferences in this 126-page book- 
let. Title is “Consumer Analysis 
of the Greater Salt Lake City Mar- 
ket.” 


No. 3682. Study of Northern Cali- 
fornia Markets. 

Market factors, trading areas, 
and newspaper circulations in 
Northern California are mapped 
and tabulated in this folder, “1950 
Factual Survey of Northern Cali- 
fornia Markets.” It is offered by 
the San Francisco Call-Bulletin. 


No. 3684. Study of Pittsburgh Re- 
tail Market. 

“Pittsburgh’s $2 Billion Market” 
is a new study emphasizing post- 
war changes and expansion in the 
five-county Pittsburgh metropoli- 
tan market. A Standard Market 
Data folder is included. The study 
is offered by the Pittsburgh Press. 


No. 3685. Los Angeles Metropolitan 
Market Survey. 


Retail sales, population changes, 
postwar expansion and poster cov- 
erage in the Los Angeles metro- 
politan market are tabulated and 
mapped in this booklet, “The Mag- 
ic Market.” It is offered by Fos- 
ter & Kleiser Co., San Francisco. 


No. 3687. Farm Homes, Household 
Equipment, Buildings Studied. 
“Homes, Household Equipment, 

Farm Buildings” is a study by 

Capper’s Farmer of its subscribers’ 

homes, basic appliances, home fur- 

nishings and farm buildings. Size 
and types of rooms, decoration and 
utility services are also shown. 


No. 3686. Consumer Analysis of 

Spokane Market. 

Buying habits, brand prefer- 
ences, car and home ownership 
in the Spokane market are tab- 
ulated in this 160-page booklet. 
Title is “1950 Consumer Analysis 
of the Spokane Market.” It is of- 
fered by the Spokesman-Review 
and Spokane Daily Chronicle. 


No. 3688, Study of Infant, Children, 
Teen Age Market. 

Infants’ & Children’s Review of- 
fers this new folder which tab- 
ulates the number of U. S. children 
one to 17 years of age by age and 
sex groups. Data for those five to 
17 are also shown by states. Title 
is “Statistical Information on the 
Number of Children ” 


No. 3693. New Variety Chain Mar- 
keting Map. 

This new “Variety Chain Mar- 
keting Map” shows the number of 
variety chains of three stores or 
more, 1949 sales of 11 major chains, 
total variety chain sales, location 
of major chains, number of stores 
in over 200 cities, sales percentages 
by lines, and buying and selling 
practices. It is offered by the Va- 
riety Editions of Chain Store Age. 


No. 3694. Poster Data for Michi- 
gan. 

This new folder, “1951 Michigan 
Rates and Allotments for Poster 
Advertising,” provides market da- 
ta and 1951 rates and allotments 
for 115 communities. Maps of the 
Detroit, Jackson, Flint and Grand 
Rapids areas, as well as an anal- 
ysis of purchasing power in De- 
troit, are included. The study is 


offered by Walker & Co., Detroit. 


Note: Inquiries for the items listed above will not be serviced beyond Sept. 4. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted 


—please print or type) 
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DECISION-MAKING LEVEL’’ 


Commenting on the fact that the same 
classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a Late 2 meg ee 2 of men 
at the decision-making levels.” Cor- 
rect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


HELP WANTED 


PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising, 
ing, Sales Promotion and Management. 
**AND** 


Writers, Publicity. Public Relations, Me- 
dia, Art and Production talent. 

THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Ill. 


All around assistant to Advertising Man- 
ager of expanding Indiana manufacturer 
of housewares, radio and television and 
metal furniture. 


Requirements: Ability to write acceptable 
copy for catalogs, consumer folders, dir- 
ect mail; working knowledge all graphic 
art processes, ability to steer jobs through 
production from copy to delivery (we now 
have layout man). Also capacity to absorb 
many details, such as handling co-op cre- 
dit claims now being done by Advertising 
Manager. Age secondary to practical ex- 
perience. Location, town of under 20,900 

Box 3252, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ml. 


WANT TO MAKE 
A CHANGE? 
If you are now an assistant advertising 
manager with experience in the major ap- 
pliance industry, let us hear from you. 
Handle sales promotion, advertising, house 
organ, agency-contact. Mfr. with na- 
tional distribution in N. W. Chicago 
suburb. Appliance background is a 
“must”. Position is open right now, and 
provides a wonderful opportunity for an 
alert, aggressive young man! 
Box 3267, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


HARRISON PERSONNEL SERVICE 
Established 1915 


Sales Executives-Advertising-Sales Pro- 
motion-Editorial. Ask for M Muench 
20 W. Jackson Blvd. Chicago 4 


OUTDOOR ADVERTISING 
SALESMAN 
We have a good spot for a hustler with 
experience in this field—local and na- 
tional selling. Please give age, experience 
and salary expected in first letter. 
SWANSON-NUNN SIGNS, INC. 
EVANSVILLE, INDIANA 


Copywriter 
Publishert........ Building Field « 
GEORGE WILLIAMGB........ PERSONNEL 
209 S. State St. Ha 17-2063 Chicago 


Mail Order Copywriter 
National Magazine, located in middlewest, 
interested in seasoned promotion man ex- 
perienced in successfully selling subscrip- 
tions direct by mail. Replies kept strict- 
ly confidential. Salary open. Please give 
full information first letter. 

Box 3261, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
WANTED: Layout Artist editorial dept. 
nati, magazine, Chicago area. State ex- 
perience, salary expected, knowledge of 
photos and layout. 
Box 3262, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADVERTISING SALESMAN: New York 
publishers have opening in Chicago for 
full time man with some trade paper ex- 
perience. State experience, drawing ac- 
count or salary requirements, telephone 
number. Give references in first letter. 
Box 3263, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Ask for ELINOR KENT 

Top Agcy Copywriters...............000. to $12,000 
Nat.consumer acct. exp. Desirable agencies. 
Layout Ace.......... Top studio.......... to $15,000 
Modern design. Crisp layout. Nat. Exper. 
Public Relati ress $5,000 
and Indust. exp. required. Young man. 
Space Salesman......Trade ppr. exp....... Open 
Production Mgr..........AQCY. @XDP........0+ 00 
Develop into contact man. Advancement. 
TRIANGLE EMPLOYMENT AGENCY 
202 S. State St. Rm. 412 
BUSINESS OPPORTUNITIES 
CHICAGO COMMUNITY NEWSPAPER 
FOR SALE—UNUSUAL OPPORTUNITY 
Investment returned in 2 yrs. Write........ 
Box 3264, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 

BE YOUR OWN BOSS 
Jobbing business for sale at once. Spe- 
cialty Advertising, premiums, Co-opera- 
tive Deals. Office in Jersey and Texas 
with a Sales force in states between. Large 
following. Prospects everywhere. Unlimit- 
ed earnings. Price $20,000. Terms. Should 
more than earn this the first year. 
Box 3265, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


________MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 


John Andrew 1504 Dodge, Omaha, Nebr. 


Advertis- | t 


Har 17-6520 38 


POSITIONS WANTED 


Advertising Age, July 24, tam 


REPRESENTATIVES WANTED 

National horizontal industrial mon 

over 50,000 controlled circulation, jy 
open territory in Philadelphia area for 
established representative with ample 
time to add a fast growing publication 
ee. Industrial Ledger, Tenafly, ry 


ADVERTISING REPRESENTATIVE 
(Chicago territory) 
Well known magazine publisher Seek; 


Space Sales or Sales Promotion 
Want to trade two years general adver- 
ising experience plus plenty of go-get- 
‘em for a bright and secure future. 

Box 3240, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
Copy boy, large New York daily, desires 
more constructive editorial work any- 
where in U. S.; college graduate (cum 


laude); excellent writing ability. 
Box 3256, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


ACCT. EXECUTIVE—AD MANAGER 


Now have a top job in a good agency but 
opportunity limited. 


Experienced, efficient, enthusiastic—like 
work and responsibility. Excellent back- 
ground includes fourteen years agency 
and newspaper, including managerships 
and own agency operation. Not a special- 
ist. Experience covers both consumer and 
industrial programs. Capable on contact, 
ane, news business, sales and merchan- 
ng. 


College graduate, 36, married, two chil- 
dren, Between $10,000-$15,000. 

Box 3257, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


CORRESPONDENT available for full or 
part time in Chicago area. News, feature 
articles, photography. 
x 3258, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


LOOKING FOR A TOUGHER ONE 
Now in position that demands too little 
from seasoned advtg. mgr. with creative, 
administrative and marketing achieve- 
ment record. If you have advertiser or 
agey. post that needs inspiration, broad 
experience & robust appetite for sales ac- 
complishment we can make next decade 
.big success for both. Early 40’s; over $10, 
000; married; children. Will relocate. 

Box 3259, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
ADV. &/OR PROMOTION—Chgo leading 
n. p. & farm paper rep seeks brighter 
future as assist., mgr., or comparable cre- 
ative-admin job. Proven copy, layout, 
ideas. 2% yrs with publishers. 32 mo. air 


sxq, | force pub. rel. Mo. U. grad, 27, married, 


can relocate. $375-$450. 
Box 3260, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ASST. ART DIR.-LAYOUT MAN 
WISHES TO LOCATE IN WISCONSIN 
12 years exp. 4A agency, studio. Food, 
Industrial and Farm Equipment. Trade, 
Consumer and Direct Mail. Clean visuals 
to carefully rendered comps. Family man, 
37, good references. $7800 min. Available 
for interview first week in August. 
Box 3266, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SALES-SALES PROMOTION- 
ADVERTISING MANAGER 
Do you have a $15,000 job that needs do- 
ing? Broad experience in manufacturing, 
retail, chain stores. Paints, feeds, ap- 
pliances, novelties, hard lines. Can plan, 
organize, train, direct. For full details 
Box 3268, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ADV., SALES PRO., PUBLICITY AND 
PUBLIC REL. MGR. acted in this capa- 
city past 2% yrs. with one of largest 
Buick franchises in country. Also super- 
vised 4 other branches in large cities. Em- 
ployed at present. Wants greater adv. & 
sales pro. future than present job can 
offer. Heavy automotive adv. & sales pro. 
exp., also successful auto selling record. 
Developed several outstanding selling 
tools & adv. techniques in present job. 
College ed., 30—family—Present employer 
may be contacted. 
Box 3269, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SALES PROMOTION MGR. 
Accustomed to handling successful pro- 
motions to dealers, consumers through 
sales portfolios, trade papers, newspaper 
mats, display, direct mail. Thorough ex- 
perience, copy layout, production. Age 
A. B. degree. $6500. 
Box 3271, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TRADE MAGAZINE WANTED 
We have had remarkable success 
operating strictly on a commission 
basis and are interested in represent- 
ing a magazine that may not now be 
securing the proper percentage of 
advertising in its field. Chicago head- 
quarters, with sales offices in south- 
west and on Pacific coast. 
Box 7661, Advertising Age. 
200 East Illinois St., Chicago 11, Ill. 


SPECTACULAR 


OUTDOOR 


POSTERS and 
PAINTED DISPLAYS 


The R.C. Maxwell Co.Trenton NJ 


ADVERTISING 
Since 1894 


~ 


\ 


p t, experienced salesman. Exegi, 
lent opportunity. Write giving full details 
Box 0, VERTISING AGE 

11 E. 47th St., New York 17, N. Y, 


REPRESENTATIVES AVAILABLE 
Trade paper representation sought. Ghm 
area. Ten yrs. exp. Radio, amusement, fp. 
dust. publ. Equipped to handle ed. & ady 

Box 3272, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, I. 


— 


ARE YOU successful — but 
happy in your present adve,. 
tising agency connection? 


ARE YOU a “one man” Ag 
loaded down with detail 
financing? 


WE ARE a moderate sized Ch 


cago Agency with full recogni 
tion and excellent credit, from 
which one of the principals has 
retired. 


CAN’T WE get together for mu. 
tual benefit? All letters strictly 
confidential. 


ADDRESS 


Box 7664, ADVERTISING AGE 
200 E. Illinois St. 
Chicago 11, Ill. 


WANTED — MANAGING EDITOR 


A publishing organization in the 
home-building field wants a 
competent and experienced 
managing editor for a national 
consumer magazine. This fast 
growing organization needs a 
man with experience in layout, 
typography, collection and cor- 
relation of material and a work 
organizer who can contribute his 
full share to putting out a con- 
stantly improving publication. 
An understanding of home 
building from either the con- 
sumer or trade background is 
essential. Reply by mail please, 
giving all necessary data to- 
gether with a brief outline of 
experience and what you have 
accomplished. Salary open and 
sufficient to interest the right 
man. Our organization knows of 
this ad. Reply 

Box 7660, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, III. 


THE WRIGLEY BAR 
ISN’T ON MY BEAT 


Come to think of it, my most cultivated 
contacts along the Avenue of Advertising 
are with a beat-up portable. 
Otherwise, the grapevine would have whit 
pered this in some smart Chicago agency’ 
ear: 
one of the town's best bargains in 
copywriters could be talked into a 
move. 


Want to talk—about $16,000 worth? 


Box 7662, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


— 


JOHN L. ROGERS 


Free Lance Copy 


Well known, former N. Y. copy chief offers to? 
thinking and performance on part time or singl 
job basis, to N. Y. and out-of-town agencies 
Write for free monthly bulletin giving details, 
rates, letters from satisfied clients, to: L 
ROGERS, 26 GRAMERCY PARK, NEW YORK 3, 
N. Y. (Phone GRamercy 5-6263.) 


CHICAGO SPACE SALESMAN 

WANTS WEST COAST TERRITORY. 
Mid-thirties, Protestant, family. 

Travel okay. Present salary $10, 


Box 7663, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


— 


es ee “i 
m6 Adv 
. : | ie ADVEALL MARKET g! 
PUN RUURUNRCRERCOND BODE PARE ETRGIRE 05. cece sorne $3. Coon wi sree LE mnt —_ ad 
a — Ap naar rae Ew ndcuenataan leks py Sey aa oR ri fits poe 
’ discounts na myltipie asertons ond spece over §S imcnes opply on display 
P| py 
ee ee 
| ee 
——d ~ 
Pot 
ot | 
Brev 
ing” 
outd 
| | 
es Se | 
‘Re 
ee Pe 
. sue ¢ 
the T 
| that | 
po ing © 
PO ay 
most 
a ez 
The 
| all o1 
cated’ 
| drean 
with 
featul 
rocks 
bottle 
The 
unmi: 
ment, 
ee of th 
| the 
the 
ee | be 
| 3 
ee | E- 
7 pictur 
(ae | ow 
| low 
Le | crisp 
The 
| ee | Water 
| EERE EERE EEE EERE EERE EEE EE EE EE EERE EE EEE EE EERE HERERO EEE EEE TEER EE EE Ee In : 
7 1 comp: 
on th: 
: place 
; “Smoc 
| 1 standé 
I A a { out ri 
veerrexmeerenpseeneereesversmenceerenenenwateenerarmermaie = 
In 
lO used 
ee a — Hamn 
local 
to the 
compl 
8 pers; 
and | 
‘ ‘ | Scote} 
‘ board: 
t TS @ Acc 
its | A ies 
4 ne | 
. %.%.e = SP 
a 
‘ P . . 
in Famous Atlantic City and Trenton,N. A the Capital City :™~—SFT | ~y 
goo 
abil 
V The RC Maxwell Co.AdanticCiyKj fj a = 
i ah 
Senn Ee hy | 
' Fe ~ 
’ ——_— wes 
Dray 
pe 0 
SS ; 
. edu 
ss : : | 
N 8 ae | | ... 
SSS... >—_ i . 
RA eee ete Net cy SEAS EEN rT ry enn py Meee ee egy cae gr ame eM eg Psy ee (nl Siac ee ce ie Cem a LOTTE Bark ae setae ha Bir ae GRR Ot ae eR ES ae ia Pi mm io oe 


ar Advertising Age, July 24, 1950 


—_— ars: 2 ; te! tw oss Tim Charg Melrose Names Weintraub 
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, + . 4 ource: Publishers Information Bureau York, has named W. H. Weintraub 
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A THEME IS ADOPTED—With this spread in the current issue of Look, Theo. Hamm 

Brewing Co., through Campbell-Mithun Inc., has switched to the tested “refresh- 

ing” theme shown across the top of this colorful ad. Newspapers, radio, TV, 
Refresh 
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More boats constructed In the 


Swank Ups Top Executives 
S. M. Stone, for 53 years presi- 


outdoor and other media also carry pods slogan, “America’s Most ing | aent of Swank Inc., Attleboro, South la 1900 than fe the rest 
~ Mass., manufacturer of men’s of the nation combined. 
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Hamm Co. Launches 
‘Refreshing’ Theme 


Sr. Paut, July 18—Today’s is- 
sue of Look carries a spread for 
the Theodore Hamm Brewing Co. 
that marks a sharp change from 
the company’s previous advertis- 
ing copy, and leads the concern’s 
most aggressive sales drive in its 
85 years. 

The new series has swept away 
all of Hamm’s former “sophisti- 
cated” art work and “poetically 
dreamy” copy, and replaces them 
with a new four-color spread that 
features a large picture of a blue- 
water stream swirling over cool 
rocks and an illustration of a cold 
bottle of Hamm’s beer. 

The aim is to present a direct, 
unmistakable promise of refresh- 
ment, and stresses an atmosphere 
of the Minnesota lake-lands with 
the phrase, “Hamm’s beer, from 
the Land of the Sky Blue 
Waters ... America’s most refresh- 
ing beer.” 


s Dominated by the double-page 
picture of the stream, the ad car- 
ries only one more line of copy be- 
low the logotype, “Light and 
crisp... with smoothness aged in.” 
The widely known Sky Blue 
Waters phrase was used by the St. 
Paul brewery to provide a natural 
back-drop for a cooling drink. 

In selecting the slogan, Hamm’s 
compiled a list of 30 selling phrases 
on this basic idea as possible re- 
placements for its familiar 
“Smooth and mellow...the gold 
standard of all fine beer.” It sent 
out researchers, and out of this 
testing came the new “direct” line. 

In addition to Look, which it 
used to get national distribution, 
Hamm’s has carried the new ad- 
vertising line to other media for 
local coverage. The change-over 
to the new theme is now nearly 
completed in ads in 170 newspa- 
pers; radio shows on 50 stations; 
television in Los Angeles, Houston 
and St. Paul; outdoor posters; 
Scotchlite bulletins and painted 
boards. 


® According to Odd E. Moe, sales 


NEEDED: 
SPACE 
REPRESENTATIVES 


@ High type men 30 to 40 years 
of age, with enthusiasm, culture, 
good character, and proven sales 
ability. Splendid opportunity. for 
men not afraid of work. Well- 
established quality national mag- 
azine with one of largest executive 
circulations (ABC). One man each 
for Eastern (New York) and mid- 
west (Chicago) territories. Full-time. 
ening account against commis- 
Sions, 


State completely experience, age, 
education, earnings, references, etc. 
All replies confidential. Write— 


Box 7665, Advertising Age 


manager, Hamm’s last month stood 
sixth among breweries selling in 
more than half of the 48 states, and 
sales reached an all-time monthly 
high. 

The new campaign was devel- 
oped by William H. Lang, vice- 
president and general manager, 
and Clyde Rapp, advertising di- 
rector. The account is handled by 
Campbell-Mithun Inc., Minnea- 
polis-Chicago. 


BERGHOFF BEER SLOGAN 
DRAWS HEAVY COMMENT 


Fort Wayne, Inp., July 18— 
“One of three great beers,” cur- 
rent advertising slogan of the 
Berghoff Brewing Corp., has 
brought more comments than any 
campaign the company has run be- 
fore, according to F. B. Evans Jr., 
advertising manager. 

“Everybody seems to have some 

reaction,” Mr. Evans explained. 
“At least, they can’t pass it up 
without wondering what the other 
two beers are.” He reports that 
the campaign is already showing a 
definite sales increase, and it is 
projected through the end of the 
year with a high-frequency, full- 
page newspaper schedule. 
Now in its second month, the 
drive employs full-page color 
newspaper ads supplemented in 
various markets by radio, televi- 
sion, outdoor and car cards. 


Appoints von Zehle Agency 


Pioneer Scientific Corp., li- 
censee of Polaroid Corp., Cam- 
bridge, Mass., and manufacturer 
of Polaroid television filter, Polar- 
oid variable light sun glass and a 
standard line of Polaroid sun 
glasses, has placed its advertising 
with William von Zehle & Co., 
New York. 


‘TV Guide’ Appoints Three 


Edward B. Mingle, formerly in 
charge of amusement and restau- 
rant advertising for the New York 
Herald Tribune, and F. Robert 
Fenton have joined the eastern 
sales staff of TV Guide, New York. 
Paul R. Fish & Associates has 
been named Pacific Coast repre- 
sentative. 


Walton Rejoins Wilson 

Jake Walton has been appointed 
account executive in northern Flor- 
ida and southern Georgia for the 
Earl V. Wilson Co., Miami. He was 
formerly associated with the Wil- 
son agency from 1936-40 and since 
then has served as territory man- 
ager for Pet Milk Co. 


Merriom Pike to Seeds Agency 


Merriom Pike, formerly adver- 
tising director of Dana Perfumes 
and Morris B. Sachs retail stores, 
has joined Russel M. Seeds Co., 
Chicago agency, as fashion co- 
meter and fashion merchan- 
iser. 


Sedgwick Joins ABC 


William P. Sedgwick, formerly 
TV sales promotion manager of 
Edward Petry & Co., has been 
named assistant to Ralph E. Den- 


200 E. Illinois St., Chicago 11, III. 
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nis, spot sales manager of Amer- 


cessories, has been elected to the 
new position of chairman of the 
board. J. Carlton Bagnall, execu- 
tive vice-president, has been made 


ican Broadcasting Co., New York. 


president. 


It takes 1743 retail grocers to feed the 692,960 families in 
the eight Booth Newspaper Markets ... and each of these 
grocers knows the sales value of your schedules in his local 


Booth paper! 


The John E. Lutz Co., 435 N. Michigan Ave., 
Chicago 11, Superior 7-4680 


GRAND RAPIDS PRESS" 


JACKSON CITIZEN PATRIOT 


FLINT JOURNAL 


Like more facts? Write or call 


A. H. Kuch, 110 E. 42nd Street, 
New York City 17, Murray Hill 6-7232 


+ KALAMAZOO GAZETT 
MUSKEGON CHRONICLE - BAY CITY TIMES 


‘ANN ARBOR NEWS. 


= a= sae SB ac ees ya : (i Or ete 
4, 193 : 
ED 
nonthiy 
on, has : 
rea fp ; A 
ample | 
licat | 
ny Nee 1 
TIVE : 
"details 
GE : 
i. ¥, 
BLE 
it. Chg 
coe 
. & ady, 
GE , 
, TL 
— 
a 
Dut | NALA. \\ ’ — 
ss sranyesy | | 
on? ie NAAN : 
, —_ MY VA ques 
wert and lea yom 
Agens "WRITE POR RATES AND MARKET DATA ss : 
ail an | vier St. New Orleansi2,Le, 
ecogni 4 
it, from : — 
als has . . | | * : 
% ‘+ a Fe 7 
> | » we . 
, eA \ f ™ o ‘ * f : e Pf 5 > oh 
or m® ‘ ey 3. rs O55 . 
HY | é qh oe a : Bs ak a) 
strictly , = cd “|. P A 4 + " em ; na 8s ’ Prd ° 
ie \ & -_) | SS ‘ t Oy ren, > ; 
_ BS ee Nee SF le 
{ ¥ cis ad eee ; on ae = Td 1 Bo a ee : 
Ben 7 1 ea ae is . oe 4 ; 2 
ae 4 - Se eee —*  & — 2 
tia Seg _ es is ‘a , a ey 
7 et 3 ee a 2 2 
ts a a bs iS : 
iced nate % : 
onal 4 2 3 ie 
is a ‘. Z 
out, , es 
cor- : 
york > 
J his par, \ » 
-on- \ ‘ 
tion. \ x 
»me \ ’ 
on- aie 
d is : oi Tove com beet : : 
> oO seg abe Marea away is i 
-— Qo ee / . ° mn 
and n . ae ; “e A ; ” 
en a8; ; UY eT : 
Ss 0} a . , Mr he ea oat He Pio! ee, “ 
\GE i : . 3 
— ste \ Y 
ee \ ; 
\ : 
\ 
= ¥ j 
| —_--—_—_—————— | ai os 
: ee . 
s po : 
RS : 
j : 
‘ile Po Po oe 
“single ss 
OHN |. : 
ORK 3, e e f ne 
AAN , 
ly. ~comenemores cemmealil g a ‘ 
GE § | SR sees mee : 
Ml. ; 3 
ee 6 
. : Se RR Ree CTS caer cqucey ‘Sigs ae BS 2 as artes oe Sa RR : 
; : Ce Test ae eg ro a een ee en ed ere eon eS ee we a eee ge 
ae woe Byer at z —_ 7 aa a a ans a varia t icmin DNR ee Mee pe ive! REO re ee ree nm te Se ee ne ee 


2 Fg 


Truman's Advisers Advocate 
Tough Taxing Policy Now 

WasHINGTON, July 20—Nobody 
in Washington talks about tax cuts 
anymore. The question now is: 
“How much will taxes be increas- 
ed?” 

You can expect the administra- 
tion to have a tough tax policy. 
The chairman of the Federal Re- 
serve Board, the Secretary of the 
Treasury and the Secretary of 
Commerce are all conservative 
businessmen. They feel taxes were 
too low during World War II; en- 
tirely too much of the cost was 
charged off to the national debt. 

Behind the scenes, the Presi- 
dent’s advisers say anything short 
of all-out war should be financed 


By STANLEY E. COHEN, Washington Editor 


out of current taxes. They mention 

an initial 25% increase; a second 

25% increase “as soon as the peo- 

ple get accustomed to this one.” 
e . * 

The transition from “business as 
usual” is rapidly gaining momen- 
tum. One reason is that industry, 
through its’ trade associations, is 
pressing for instructions, and be- 
ing consulted. 

It wasn’t like this in 1940.:In 
those days, business was under a 
cloud. Pioneer dollar-a-year men 
were viewed with suspicion; many 
precious months were lost before 
their advice was respected and 
their services utilized. 

There is nothing pleasant about 
what is happening, but it is re- 


assuring to see old war horses 
jumping back into harness. 

Their surefootedness is our best 
hope that the job will be done 
efficiently—and successfully. 

» 7 ; 

So far as hard goods are con- 
cerned, consumers are far better 
off today. than they were in 1940. 
At that time, the nation was just 
emerging from depression. For the 
first time, large numbers of people 
were in a position to replace worn- 
down appliances and autos. Fam- 
ily formation was still in excess 
of new housing construction. 

Today, more than half the pas- 
senger cars on the road are post- 
war models. Unprecedented quan- 
tities of household appliances have 
been installed, and at least 3,500,- 
000 new homes have been com- 
pleted. 

e e * 


Reduced production of TV sets 
is a depressing thought to opera- 
tors in areas where TV set owner- 
ship is still very low. A holiday on 
TV production would threaten sur- 
vival of dozens of stations. The 


same goes for the nation’s 700 FM 
stations. Though there are less 
than 6,000,000 FM sets, FM boost- 
ers have been holding on, hopeful 
that the tide eventually would turn 
in their favor. 

« > ” 


Senators balked last week at an 


Lappropriations rider which virtual- 


ly obligated them to pass a $125,- 
000,000 postal rate hike. At the 
same time, they heard a post of- 
fice committee member predict 
that the rate increase, already 
passed by the House, has a good 
chance of reaching the Senate 
floor before adjournment. 

The rider, included in the appro- 
priation bill by the House, limits 
the post office to a maximum 
$401,000,000 deficit in fiscal 1951, 
the difference to be made up 
through rate increases. The fight 
for the rider was led by Sen. 
Paul Douglas (D., Ill.), who said 
it seemed to be the only way to 
force a postal rate bill out of the 
committee. 

Postal committee member J. Al- 
len Frear (‘D., Ill.) denied that the 


How Do Top U. S. Government Officials 
Rate the Four Washington Newspapers? 


e Washington Star is selected 


FIRST FOR COMPLETENESS OF NEWS COVERAGE 
FIRST FOR READER CONFIDENCE 
FIRST FOR TOTAL READERSHIP 


by members of the U. S. Senate, House of Representatives, Judicial 
and quasi-Judicial agencies and Executive Departments 


TIMES- 

STAR POST HERALD NEWS 
Which Washington newspaper do you believe 
gives the most complete news coverage? 456 257 40 2 
In which Washington newspaper do you have 
the most confidence? 391 275 53 7 
Which Washington newspapers do you read 
regularly? 636 596 236 222 
To which Washington newspaper are you a 
regular subscriber? 489 504 145 63 


BY MORE VOTES THAN THE THREE OTHER WASHINGTON NEWSPAPERS 
COMBINED, THE STAR WAS SELECTED AS THE PAPER WITH THE MOST 
COMPLETE NEWS COVERAGE AND WITH MOST READER CONFIDENCE 


The Washington Star employed an independ- 
ent research firm* to survey the Washington 
newspaper-reading habits and preferences of 
top U. S. Government officials in the Nation’s 


Capital. 
officials in all 


Replies were received from 725 top 


branches of the government 


(69% of those who received questionnaires). 


*Name furnished on request. 


The Washington Star 


Evening and Sunday Morning Editions 
WasuincTon, D. C. 


Represented nationally by: O’Mara & Ormsbee, Inc., 
420 Lexington Ave., NYC 16; The John E. Lutz Co., 


Tribune Tower, Chicago 11. 
Advertising ANPA, Metropolitan 
reau of Circulation. 


Member: Bureau of 


Group, Audit Bu- 


THE EVENING STAR BROADCASTING COMPANY OWNS AND OPERATES STATIONS 


WMAL, 


WMAL-FM, 


AND WMAL-TV 
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rate bill “is in the cellar.” He 
claimed “it is very much alive.” 
7 © 7 e 


The longer Congress is in ses. 
sion, the more it does. With the 
tax reduction bill sidetracked, the 
Senate expects to find time to dis. 
cuss statehood for Alaska and Ha. 
waii (already approved by the 
House). And last week, the House 
pushed through an _ anti-trust 
amendment giving the federal goy. 
ernment the right to file triple 
damage suits when it is injured 
by a price conspiracy. 

* oe * 

Crackdown on consumer credit 
and a tightening of mortgage cred- 
it may make sense from the eco- 
nomic point of view, but there are 
political considerations, too. 

Tightening of credit hampers 
buying by low income groups and 
is of less consequence to the well- 
to-do. During 1949, more than a 
third of the new home buyers 
using FHA financing were families 
with incomes of less than $300 
monthly. 


Ford Motor, Six 
Detroit Agencies 
Win Art Awards 


Detroit, July 20—Six Detroit 
agencies and Ford Motor Co. have 
been awarded 11 first prizes and 12 
honorable mentions in the Detroit 
Art Director’s Club’s second an- 
nual exhibition of advertising art. 

Maxon’ Inc. won three firsts, 
while Campbell-Ewald Co., Mac- 
Manus, John & ‘Adams, and J, 
Walter Thompson Co. were next 
with two apiece. Brooke, Smith, 
French & Dorrance and the Ford 
Motor Co. publications department 
each had one first award. 

Winners were: 

MAGAZINE ADVERTISEMENTS 

For color drawing or painting: first 
award to Campbell-Ewald Co.; honorable 
mention to MacManus, John & Adams. 

For b&w drawing or painting: first 
award to Campbell-Ewald Co.; honorable 
mention to MacManus. 

For color photography: first award and 
honorable mention to Maxon Inc. 

For b&w photography: first award to 
Maxon Inc.; honorable mention to Camp- 
bell-Ewald. 


TRADE MAGAZINE ADVERTISEMENTS 

For color drawing or painting: first 
award to J. Walter Thompson Co.; honor- 
able mention to Ruthrauff & Ryan. 


NEWSPAPER ADVERTISEMENTS 

For bé&w drawing or painting: first 
award to JWT; honorable mention to 
R&R. 

DIRECT MAIL 

Two-way tie for first between Mac- 
Manus and the Ford publications de- 
partment. Two-way tie for honorable 
mention between Kenyon & Eckhardt 
and MacManus. 


24-SHEET POSTER 

First award to Maxon Inc.; honorable 

mention to JWT. 
DISPLAY 

First award to Brooke, Smith, French 
& Dorrance Inc.; honorable mention to 
IWT. 
DESIGN OF COMPLETE UNIT (MAG.) 

First award and honorable mention to 
MacManus. 


WPIX Signs Webster 


Webster Tobacco Co., New York, 
through N. W. Ayer & Son, will 
televise 60 Madison Square Garden 
sports events on a co-sponsorship 
basis this season over WPIX. Pre- 
viously, Local Chevrolet Dealers 
Assn., through Campbell-Ewald 
Co., signed to air half of WPIX’s 
Garden schedule, or 60 events. 
This leaves a quarter of the events 
still open for sale. 


Names Palm & Patterson 


Palm & Patterson, Cleveland, has 
been named to handle advertising 
of Cameron-Bessen Corp., Cleve- 
land, maker of water-action dish- 
washers. A deluxe Bessen, com- 
bination dish and lingerie washer, 
will be introduced. Trade publica- 
tions, newspapers, shelter and 
women’s magazines, farm papers 
and TV will be used. 


Bergart Joins Silton Bros. 

Louis H. Bergart, formerly ad- 
vertising director of John Irving 
Shoe Corp., has joined the execu- 
tive committee of Silton Brothers 
Inc., Boston agency. 
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~ Head (ache) Lines 


Though Roget’s Thesaurus 

Has synonyms for us 

And Webster’s available, too, 

You can almost depend 

They’!l1 come up in the end 

With Amazing! Sensational!! 
New!!! 


Providing a headline 

For that copy deadline 

Means mental exertion undue, 

So, ostrich-in-sand guys 

Use three ancient standbys 

AMAZING! SENSATIONAL!! 
NEW!!! 


If the first seems alone 

Add the second for tone 

And the third can be juggled in, 
too. 

So the reader (what glee!) 

Gets a “look at all three”: 

Amazing! Sensational!! New!!! 


Who’s back of this sloppy 

Entree for the copy 

Emotionally moving as glue? 

The culprit is nameless 

(The client’s not blameless) 

For Amazing! Sensational!! 
New!!! 


Epwarp J. BRODHEAD, 
Advertising Dept. 
Motor Boat Magazine 
AA welcomes reader’s com- 
ments in verse on advertising, 
but does not pay for poems. 


Belmont Radio Sets 
Date for Campaign 
on New TV Models 


Cuicaco, July 18—Belmont Ra- 
dio Corp., a division of Raytheon 
Mfg. Co., will introduce its 1951 
line of Raytheon TV receivers with 
full-page advertisements in ma- 
jor television cities starting Aug. 1. 

The company’s fall line, which 
includes 16 new models and five 
carried over from spring, was un- 
veiled for retail dealérs here this 
week. Prices range from $179.95 
for a 124%” table model to $595 for 
a four-way console combination 
with a 20” screen. 

With set production for the rest 
of this year expected to exceed 
1949’s total output, Belmont will 
increase its advertising expendi- 
tures proportionally. Included in 
the schedule for the first time are 
magazines. Full-page copy will ap- 
pear in Good Housekeeping, Life 
and The Saturday Evening Post. 

Radio and TV spots, outdoor 
and direct mail will be used to re- 
inforce the campaign, which will 
be placed through Henri, Hurst & 
McDonald. 


Ad Fraternity Elects Paro 

Tom E. Paro, account executive 
of Mutual Broadcasting System, 
has been elected president of the 
Chicago alumni chapter of Alpha 
Delta Sigma, national professional 
advertising fraternity. Others 
elected are: Jack Schneider, Port- 
land Cement Assn., vice-president; 
Elmer Oleson Jr., National Stand- 
ard Parts Assn., secretary, and 
Jack Wolfe, Sears, Roebuck & Co., 
treasurer. 


GE Promotes Hart 

G. W. Hart, manager of market 
research, has been named man- 
ager of advertising, sales promo- 
tion and sales training of the air 
conditioning department of Gen- 
eral Electric Co., Bloomfield, N. J. 
He succeeds E. S. McKay, who 
Joined the staff of Robert S. 

are, vice-president in charge of 
the company’s public relations. 


Buys ‘Ranch Romances’ 

Ranch Romances, New York, a 
bi-weekly magazine established in 
1924, has been purchased by Ned 
L. Pines, publisher of See, Thrill- 
ing Fiction Group, Standard Com- 
les Group and Popular Library. 
Ranch Romances was previously 
Peeished by Newsstand Fiction 


Mitchell Leaving 
BAB for NBC; Has 
Disagreed with NAB 


New York, July 20—Maurice B. 
Mitchell, who has headed the 
Broadcast Advertising Bureau 
since its formation, will leave Aug. 
15 to join the executive sales staff 
of National Broadcasting Co. His 
assignment: development of new 
radio business for the network. 

For some time Mr. Mitchell re- 
portedly has been in disagreement 
with the National Assn. of Broad- 
casters’ board concerning the oper- 
ation of its offspring, BAB. He fa- 
vored complete divorcement of the 
bureau from NAB, while the latter 
is said to feel that such a move 
might weaken its position in the 
industry. 

NAB in recent months has been 
plagued with a steady loss of mem- 


bers through resignations, includ- 
ing those of American Broadcast- 
ing Co. and Columbia Broadcast- 
ing System, which pulled out all 
their stations. 


s Part of Mr. Mitchell’s dissatis- 
faction stemmed from financial 
problems. BAB, with an authorized 
budget considerably less than 
$200,000— actually it never 
reached the authorized figure— 
Was expected to compete with the 
Bureau of Advertising, which 
spends more than $1,000,000 an- 
nually to sell newspapers. Broad- 
cast Advertising Bureau’s allow- 
ance for research reportedly was 
only $10,000. 

Mr. Mitchell, who is given a ma- 
jor share of the credit for the suc- 
cess of BAB to date, joined NAB 
in September, 1948, as director of 
its department of broadcast adver- 
tising. When the Broadcast Ad- 
vertising Bureau was set up the 


following spring, he was named its 
first director. Before joining NAB, 
he was manager of WTOP, Wash- 
ington. 

At NBC Mr. Mitchell’s target 
will be advertisers who, in the 
past, have viewed radio with a 
skeptical eye. At BAB he fre- 
quently recommended such com- 
panies as a new source of revenue 
for broadcasting; now he will have 
an opportunity to put his own 
recommendations to work. 


KTTV Appoints Charles Black 


Charles A. Black, formerly as- 
sistant to the president of Hawai- 
ian Pineapple Co., Honolulu, has 
been appointed account executive 
of KTTV, Los Angeles. 


Clark Appoints Don McCaig 
Don McCaig has been appointed 

account executive in charge of 

radio and publicity accounts of 


Harold Walter Clark Inc., Denver. 
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Cecil & Presbrey Names 3 


Phil Thompson, formerly copy 
chief of Joseph Katz Co., has been 
named radio and television copy 
chief of Cecil & Presbrey, New 
York. John A. Donnelly, formerly 
with Cunningham & Walsh, and 
John J. Seery have been added to 
the television production staff. 


Jones Joins Platt-Forbes 


Fred R. Jones, former copy chief 
and account executive with Ab- 
bott Kimball Co., and with Ruth- 
rauff & Ryan, has joined Platt- 
Forbes, San Francisco, as creative 
director. 


oe 
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“THE LETTER SHOP, Inc 


Chicago 5.1 inois * 


431 S. Dearborn St., 


1950 CENSUS FIGURES 


{~~ POPULATION’S BIG 


ween 


TEXAS DAILY 


Lubbock City Population 


I1,592 


Lubbock County, 100,549 


OFFICIAL 1950 U.S. CENSUS 


592—a sensational 


40 years. 


bigger and better! 


THERE’S no competing with Lubbock! 
First official Census gives Lubbock 71,- 


125% increase over 


the 1940 city population count—proves 
Lubbock fastest growing among Texas 
cities in its size and larger. And outstand- 
ing over the years, too . . . Lubbock has 
DOUBLED 3% times in 20 years... 
17% times in 30 years . . . 37 times in 


LUBBOCK County now hits the Metro- 
politan Area class with 100,594 popula- 
tion—a spectacular 94.2% gain! 

AND LUBBOCK grows on at a terrific 
clip, soundly, surely—centering and sup- 
plying a tremendously productive agri- 
cultural, livestock and oil region—always 


Typical of everything “Lubbock” . . . the Avalanche-Journal keeps pace to 
give you a strong selling medium with thorough, concentrated coverage. 


ubbock 


HUB OF THE SOUTH PLAINS OF TEXAS 
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July Advertising Pages and Linage in National Magazines 
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a National Geographic ........ 24.3 27.8 283.1 276.2 5,773 6,615 67,243 65,624 Ms cco taexss aaa 3.7 71 60.0 75.2 1571 3,038 32,681 41.233 
Galore Demme ........+. —~ 2 Ss ua & "e60O taes as | Sealer Prom .............0. 94 105 1138 1552 4032 4497 48863 66, 
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July Advertising Pages and Linage in Farm Publications 
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~ ag jy anaes ion-dale July July Jan.-July  Jan.-July stock, In Lines - July July Jan.-July Jan.-July July July Td “sw stock, In tito 
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Farm Magazines Monthlies 
"s Farmer ..... 8 36.7 369.5 366.9 27,731 24,948 251,254 249,509 26,940 24,165 ‘cult _ 
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*Not included in totals. ‘Separate publications 1949. “Smaller page size 1950. Florida Cattleman ... 34.5 25.8 299.6 267.8 14,504 10,836 125,831 112,515 10,209 6,019 
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. Current Month Com- 
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First Central To Knollin 


Knollin Advertising Agency, San 
Francisco, has been named to han- 
dle the account of First Central 
Corp., Richmond, Cal., securities 
and investment concern. East Bay 
and Valley newspapers and direct 
mail will be used. 


Rejoins Holtzer-Cabot 


Charles T. Button, formerly vice- 
president in charge of sales for 
Howell Electric Motors Co., How- 
ell, Mich., has rejoined Holtzer- 
Cabot Inc., Boston, division of Na- 
tional Pneumatic Co., as director 
of sales, 


QUALITY...SPEED...ECONOMY 


%e AMERICAN LABEL CO. 


New Theme Features 
Willys Fall Drive 


will be introduced next month by 
Willys-Overland Motors Inc. to 
stress increasing public acceptance 
of the Willys passenger cars. 

Beginning with the Aug. 19 is- 
sue of Collier’s, the new sales line 
will be used in 1,500 newspapers, 
local radio advertising, promotion 
literature, magazines, and as the 
subject of a film being used in the 
company’s training program. 

According to Lyman W. Slack, 
vice-president in charge of pro- 
duction, the first three ads will be 
built around Willys’ station wag- 
on, and will run in Better Homes 
& Gardens, Look, and The Satur- 
day Evening Post, as well as Col- 
lier’s. 


sharp change from the past Willys 
format. They will contain no body 
copy, but will present the sales 

ToLepo, July 20—“Willys makes message with a single display line 
sense,” a new advertising theme,!and a large, dramatic illustration. 


The magazine ads will be a 


Cuts Price of Bakeware Line 


United Aircraft Products, Day- 
ton, has announced price reduc- 
tions ranging from 15% to 30% in 
the Aire Ware bakeware line pro- 
duced by its kitchenware division. 


Fourteen items will be affected by 
this reduction. The company start- 
ed testing price reductions last 
January with two new items, the 
six-cup Muffinaire Sr., listed at 
69¢, and the J uice-Well pie pan at 


59¢. 


Opening ads will be four-color 
bleed pages. 

The account is handled by Ewell 
& Thurber Associates. 


Morris to Frederick-Clinton 


Frederick-Clinton Co, New) 
York, has been appointed to han-| 
dle sales promotion and advertis- | 
ing of George Morris Handbags | 
Ltd., New York. Trade publica- 
tions, fashion magazines and news- 
papers will be used. 


Perry Cabot Transferred 


Perry Cabot, formerly on the 
creative staff of the Boston office | 
of Dickie-Raymond, has _ been 
transferred to the agency’s New 
York office as creative contact. 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON, July 17—Depart- 
ment store sales during the week 
ended July 8 were up 7% from 
volume during the same week last 
year. 

Summer promotional sales and 
“war-scare buying” in some cases 
are credited with the improvement 
in sales as compared with a year 
ago. 

However, the first week of July 
historically marks the low point 
of the summer selling season. It 
will be necessary to watch the sales 
figures for the next two weeks in 
order to determine the extent of 
“scare buying.” 

The Southwest and West Coast 
districts reported the most impres- 
sive gains, with 20% and 18% in- 
creases, respectively. Southern and 
midwestern states also made fairly 
strong showings, but New England 
and New York state registered 
losses. 

Erie led the cities with a 26% 
increase; Houston was up 25%; 
Atlanta and Tulsa, 24% each; Min- 
neapolis and Portland, Ore., 22%; 
and Fort Worth and Miami, 21%. 


% Change from '49 
Week Ended 
June July July 

24 1 x 


Federal Reserve 
District and City 


Syracuse 


Philadelphia District .. —i r22 —10 
Philadelphia .................... —3 22 —20 
Cleveland District 2 ll il 
SEINE ° Gitattsecctcnmsccetons 2 8 15 
Cincinnati 2 6 ll 
Cleveland 3 12 9 
Columbus —5 1 8 
Toledo ...... 4 7 3 
pS 8 12 26 
Pittsburgh. .............. 6 14 ll 
Richmond District .......... —t r3 1 
Washington ....... 4 1-2 
Baltimore ........... 7 0 2 
Atlanta District 9 ri3 ll 
Birmingham . 15 5 —l 
Miami ......... 13 19 21 
Atlanta ............ a r6 24 
New Orleans —3 15 —11 
Nashville _...... 9 18 5 
Chicago District 2 rill 10 
ae -2 8 3 
Indianapolis 5 10 10 
a 6 17 20 
Milwaukee 1 8 6 
St. Louis District .. 4 rl 10 
Little Rock .... 8 7 9 
Louisville . 9 1l 15 
St. Louis ... o —3 5 
Memphis .... ll 2 4 
Minneapolis District ...... ; riz 17 


— 


eapolis 


DO YOUR OWN 


plastic binding 


for only a few pennies a book 


You can definitely improve the ef- 
fectiveness of your catalogs, pres- 
entations, reports, with GBC plastic 
bindings and equipment.* You save 
more than 50% over fastener-type 
covers. Booklets open flat . . . pages 
turn easily ...have added color. 
Anyone can operate. Complete GBC 
equipment costs less than a type- 
writer! 

*Patents Pending 

Special free trial offer trv mis 
equipment in your own office or plant. 
No obligation. Satisfaction guaranteed! 
Send today for full infor- 
mation and 2 FREE handy 


memo 


General Binding 
808 W. Belmont Ave., Dept. AA-7-24 
Chicage 14, lil. 


DEPARTMENT STORE 


~ SALES INDEX 


Week to July 8, 
Week to July 9, 
Week to July 1, 
Week to July 2, 


*50*.. 


"00? is 


Month of May, ’49........ 


pPreliminary. 
*Not adjusted seasonally. 


"$0*.... 
"50°... 


Month of May, ’50......p291 


Ee eo, 


Duluth-Superior 


Houst 0 23 25 


San ANtonio once 16 12 ll 
San Francisco District. -—i rilé 18 
Los Angeles Area ........ 2 9 19 
Oakland 3 6 20 
San Francisco 6 12 
Portland aa 3 22 
Salt Lake City mn 15 9 
Seattle 12 15 


rRevised. 


Spencer Shoe Names Silton 


Spencer Shoe Corp. has named 
Silton Brothers, Boston, to handle 
advertising operations of the 54 
store chain. Louis H. Bergart, for- 
merly advertising and display di- 
rector of John Irving Shoe Corp., 
will act as account manager. 


Joins Barnes-Chase Agency 

_ Charles V. Davies, formerly ad- 
vertising manager and merchan- 
dising director of the Grapefruit 
Growers Assn., Glendale, Cal., has 
joined Barnes-Chase Co., San 
Diego agency. 


Collier Joins Bennett-Evans 


Forrest L. Collier Jr. has been 
appointed an account executive of 
the Bennett-Evans Co., Charlotte, 
N. C., agency. He was formerly 
with the Charlotte Observer. 


‘Boys’ Life’ Plans 
Boys’ Wear Push 


New York, July 17—Boys’ Life, 
published by the Boy Scouts of 
America, will launch a _ special 
promotion for the boys’ wear field 
through retail outlets in. October. 
The theme of the campaign will be 
“October is an Outdoors Month,” 
and reprints of an ad in this 
month’s Boy’s Outfitter announc- 
ing the promotion will be distrib- 
uted to participating department 
stores. 

Boys’ Life has signed 17 depart- 
ment stores in major cities for the 
drive. Copy from the publication’s 
ad in the Boy’s Outfitter an- 
nounces that editorial policy for 
October will center around out- 
fitting the outdoors boy and lists 
several classifications of clothing 
for advertisers to push during the 
month. 

Along with counter cards show- 
ing reprints of the ad will be 
point of sale material for depart- 
ment store use showing the four- 
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color October cover of Boys’ Life, 
reprints of the magazine’s “Trajly 
and Tales” section, and a suggesteg 
program of tie-ins for the depart. 
ment store to use with ad materia] 
from the publication. 


Maps Elevator Shoe Drive 


Cooperative newspaper ads jp 
about 150 cities will be used afte 
Labor Day by Stone-Tarlow Co, 
Brockton, Mass., for the main par 
of an autumn campaign on its 
Elevators, height-increasing shoes 
Several magazines also will be 
used. Emil Mogul Co., New York 
the agency, said Stone-Tarlow j; 
distributing a new-type windo 
display known as the “Magic Mir 
ror,” which demonstrates how t 
viewer can “grow” 2”. The mir. 
ror is on a pivot and rocks toward 
the viewer to give him the impres. 
sion of “growing” taller. 


Coronet Films Names Nelsen 


Coronet Instructional Films 
Chicago, has appointed Ervin N 
Nelsen as sales manager. He for. 
merly has been with Ampro Corp 
as educational sales director an 
director of 16mm sound sales. 


In television, the show’s the thing. But not 


everything. 


At least, not to Campbell-Ewald. You see, 
we’re in the advertising business, and with us 


= 


ln Television, 
which comes first ... 


the Shows, the 


selling comes first. 


We take the stand that a good show is basic. 
But the best show is no more and no less than a 
vehicle for the advertising commercials. Not 


Awawd for Distinctive Merit 


2b ANNUAL NATIONAL EXHIBITION 
OF ADVERTISING AND EDITORIAL ART 


ART DIRECTORS CLUB 


TELEVISIOM COMMERCIALS 


Campbell-Ewald Company — 


Geo M. Canglois nx Archer Productions. In. momecen, 
Ray Mawer worse 


Art Directors Club of New York, 1950 exhibi- 
tion. Awarded Campbell-Ewald Company for 
conception and execution of one-minute film com- 
mercial, “Guber’s Secret.” First critical recog- 
mition ever given to television advertising. 


once, in the course of procuring and servicing 


some thirty successful and varied television 


shows, have we forgotten that the show is the 
means, the commercial the end. 


As our clients know, Campbell-Ewald gives 


each show its full share of attention—the pro- 
fessional conscientious attention of a staff who 
know show business, and who set up shop when 


commercial television started. 

But that’s only part of the story. 

The work really begins when the Campbell- 
Ewald television staff . . . salesmen, really, but 
technically executives, producers, writers, film ° 
men and show supervisors . . . roll up their 
sleeves and get down to the business of telling 
the client’s story. Telling, and selling. 

Selling household appliances, services, auto- 


ADVERTISING 
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‘Li’l Abner’ Will Promote Orange-Crush 


Curcaco, July 19—An adver- 
tising tie-in that features comic 
strips and a television show has 
been signed between the Orange- 
Crush Co. and Capp Enterprises, 
representing Al Capp, creator of 
the “Li’l Abner” cartoon char- 
acters. 

Saying that Orange-Crush is 
now the “offishul refreshment” of 
Dogpatch, “Li’l Abner’s” home vil- 
lage, the Chicago Beverage Co., 
Orange-Crush franchise holder 
here, has gone on the air with a 
18-week television show broad- 
cast’ from WGN-TV studios at the 
Chicago Fair. 

Called “Crushable Jones Jubi- 
lee,” the show is aired from 5 to 
5:30 p.m., CDT, Saturday, and fea- 
tures amateur talent from Chi- 
cago’s neighborhood parks. Com- 
mercials advertise membership in 
the Orange-Crush-Dogpatch-Club, 
which listeners may join by sub- 
mitting a facsimile of the Orange- 
Crush bottle label. Badges are 


given for sending one in each 
week, and special weekly awards 
are made for the best letters on 
“Why I like Orange-Crush.” 


s In addition to the TV show, the 
company has exclusive rights 
within the beverage industry to 
utilize all characters in the comic 
strip for advertising and merchan- 
dising activities. A letter playing 
up the new slogan has been sent 
to dealers, and Alden E. Fork, Or- 
ange-Crush advertising manager, 
is on a nationwide tour to carry 
the program to every Orange- 
Crush bottler in the country. 

The company is handling the 
promotion direct. 


Quaker Oats Buys Telecast 


Quaker Oats Co., Chicago, will 
sponsor the teenage quiz session, 
“Americana,” over NBC-TV, start- 
ing Oct. 1 at 5 p.m., EST. Sher- 
man & Marquette is the agency. 
Firestone Tire & Rubber Co. car- 
ried this telecast in 1948-49. 


Mad El 

BY APPOINTMENT—Gilbey’s Spey-Royal 

Scotch whisky, product of National Dis- 

tillers Products Corp., is using its newly 

acquired royal appointment in its cur- 
rent ads. 


Englehard Appointed A. M. 
A. A. Englehard has been ap- 
pointed advertising manager of the 


Electric Co., Milwaukee, succeed- 
ing the late Fred E. Eriksen. Since 
1929 he has written the Electric 
Co.’s “Kilowatt Hour” show, broad- 
cast over WTMJ, Milwaukee. 


Watkins Co. Revamps 
Dr. Lyons Packaging 


R. L. Watkins Co., New York, a 
division of Sterling Drug Inc., has 
adopted a new cap for cans of Dr. 
Lyons ammoniated tooth powder 
to fit the product’s packaging to 
premium operations. The cap may 
be easily mailed in response to 
premium offers. 

The lettering on Dr. Lyons cans 
has been revised by Dancer-Fitz- 
gerald-Sample to incorporate bold- 
er face type. The new cap was 
developed by the company with 
the cooperation of the Owens- 
Illinois Glass Co. 


John Hardesty Joins NAB 


John F. H. Hardesty, formerly 
director of special events and ad- 
vertising of WOIC, Washington, 
has been named assistant public 
the cooperation of the Owens- 
July 31. He succeeds James Daw- 


son, who has resigned. 


w Ww 
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mobiles, television sets, public utilities. Selling 
with the skill of long and full experience in a 
most highly specialized visual medium. 

This extra consideration, this special emphasis 
of the television commercial has paid off. Our 
clients have told us so. So have the Art Directors 
Club of New York, who honored us this year 
with their First Award of Distinctive Merit. The 
public and trade press have told us. And the 
final, irrefutable judges of advertising . . . Mr. 


and Mrs. Joe Consumer . . 


fan mail! 


. have said it with 


To Campbell-Ewald, the show’s the thing” 


that puts the advertiser’s message before the 


public. And if the message does its job . . . then, 
and only then, do you have advertising well 
directed, in the Campbell-Ewald manner. 
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NOTES and QUOTES 


pe from the Press 


(Campbell-Ewald) commercials once 
more integrated cleverly into the show, 


and since they are entertaining, can be 
counted on to do a good selling job.” 


(Variety) 


(Campbell-Ewald) . . . TV film 
commercials are simple, effective 
and typical of good TV film-making.” 


(Sponsor Magazine) 


*One of the neatest jobs of 


commercial handling.” 


Radio Daily) 


*(Campbell-Ewald) Commercials perhaps 
the most interesting and effective in TV.” 
( Television Magazine) 


from the People* 


“Wonderful and well put together . . . 
the commercials were good and clever.” 


“What made it especially enjoyable was 
the fact that the advertising was 


subtle . . . please continue . . 


” 
. 


*..; may I compliment you on 
your ‘very much to the point’ and 
‘delicate timing’ of your advertising . . .” 


“. . . finest show we’ve ever seen 
on television—the discreet advertising 
was certainly refreshing.” 


*We have enjoyed your telecasts very much. 
«-.- Your method of advertising is very good.” 


*Excerpts from viewer mail. 


CAMPBELL-EWALD COMPANY 


H. T. EWALD, President 
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Coffee 


jin St Paul 


St. Paul families are coffee 
drinkers—one out of four fam- 
ilies serve it at every meal, 
39% serve it at two meals, and 
32%, at one. Here is how St. 
Paul families serve coffee by | 


the various meals: 


Morning & Evening 32% 


Morning Only 32% 
Morning, Noon & Eve. 25% 
Morning & Noon 7% 
Other Times 4% 


When buying coffee the 
majority of families, 62%, pre- 
fer to buy it in the two pound 
container, 34%, the one ‘pound 
container, and 4%, three pound 
container. 

The leading brand has a 
family preference of approxi- 
mately a third of the market, 
with a distribution in all the 
chain stores and 90% of the 
independent stores. 

In the related classifications, 
instant or soluble coffee is 
bought by 9% of the families, 
whereas de-caffeinated coffee 
buyers comprise 4% of the 
market. 

The data given above are 
from “The 1950 St. Paul Dis- 
patch-Pioneer Press Consumer 
Analysis of the St. Paul Mar- 
ket”, a market research report 
published annually by these 
newspapers. The study in- 
cludes 150 product classifica- 
tions covering foods, soaps, 
toiletries, beverages, home ap- 
pliances and general shopping 
habits. For current data con- 
cerning your product in the 
St. Paul Market, write for this 
report: General Advertising 
Department, St. Paul Dis- 
patch-Pioneer Press, St. Paul, 
Minnesota; or Ridder-Johns, 
Inc., New York, Chicago, De- 


troit, Minneapolis. 
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PHOTOGRAPHIC 
REVIEW 


NEW LINEUP—Newly elected officers of the Advertising Club of Oklahoma City 

are (left to right) B. E. Horner, Bert Horner & Associates, Ist vice-president; 

John T. Hedges, Oklahoma City University, 2nd vice-president; W. R. 

Baker, Central Sales Promotions, president; Berdine Clark, Gas & Electric Equip- 
ment Co., secretary; and A. O. Fuller, The Advertiser, treasurer. 


HE LIKES IT—“‘Howdy Doody” gets a taste of Minute Maid lemonade from his new 

sponsor, James Rayen, ad manager of Minute Maid Corp. Looking on are Bob 

Smith, “‘Howdy’s” helper on the NBC-TV show, and William H. Kearns (extreme 
right) and E. L. Hill (extreme left), of Ted Bates & Co. . 


SHOW PRINCIPALS—Present to review plans for “Bandstand Revue,” sponsored 
by Chrysler-Plymouth Dealers of Los Angeles County on KTLA Sundays, are (I. to r.) 
Leighton Noble, whose orchestra stars on the show; Jim White, Santa Monica, TV 
chairman of the dealer’s ad committee; Klaus Landsberg, KTLA vice-president, and 
Burt Cochran, v.p. of McCann-Erickson, agency for Chrysler sales division. 


ADDITION—A new lar on the 

Atlantic City Boardwalk is this 50x75’ 

Budweiser sign on the roof of the May- 

flower Hotel. The display was produced 
by Artkraft-Strauss Sign Corp. 


HANDY—This picnic kit, made by Do- 
pol Plastics Inc., Worcester, Mass., is 
packed in a patented corrugated box 
produced by Hinde & Dauch Paper Co. 
When open, the carrier makes a dis- 
play unit for the dealer’s counter. 


REMINDER—Philip Morris & Co. is dis- 

tributing this counter display for Revela- 

tion pipe tobacco, which carries a re- 

minder to purchase razor blades, candy 
and gum. 


ALGERS—Kenneth J. Beebe, president of the American Schools 
and Colleges Assn. (right), presents the association’s Horatio 
Alger awards to seven business leaders. From left to right are 
Thomas E. Courtney, president, Northern Illinois Corp. and 
chairman of Muntz TV; Alexander Harris, president, Ronson Art 


Metal Works; Joseph P. Binns, executive vice-president of the 
Waldorf-Astoria, accepting the award for Conrad Hilton; Alex- 
ander Lewyt, president, Lewyt Corp.; Charles Revson, president, 
Revlon Products Corp.; Leo J. Rousseau, president, Minit-Man 
Inc.; and Norvin H. Rieser, president, The Rieser Co. 


20TH ANNIVERSARY—Celebrating the 20th, anniversary of the Milline Club 

San Francisco ere these officers of the young admen’s club: Russ Collier, F 

Cone & Belding, board member, seated, and standing are (I. to r.) Bob 

Western Advertising, board member; Rod McDonald, FC&B, secretary-treasurey 

Lynn Fenstermacher, Hearst Advertising Service, retiring pesident; Walt Tollesoy: 

KNBC, board member; Bob Leach, Foster & Kleiser, new president; and Bill 
Sure, Ward-Griffith Co., vice-president. 


THE REAL HOME-MADE KIND... 


SIMMERING—Steam from a waste pipe, diverted to the kettle in this design 
creates added interest for the poster at the Baltimore plant of Recipe Foods Inc, 
packer of the Bennett line of food products. 


REXALL GRADUATES—This newly formed luncheon group consists entirely of fiv 
young men who, a few years back, worked together as members of Rexall Dry 
Co.'s advertising department. Each now is advertising director of his company. 
From |. to r. are Scotty Maxwell, Wynn Oil Co., Azusa, Cal.; Rus Walton, Gladding 
McBean & Co., Los Angeles; William Brewer, United States Hardware & Paper Co, 
Los Angeles; E. C. Davis, Crawford’s Village Stores, El Monte, Cal., and Phi 

Bentley, Blue Shield, Los Angeles. 


—-bmeanse it tong ontwran aay car fabric youve ever haown Im pame 
is CANDALON —ead it’s made from aylon. Not an ordinary weave, 
wind yea, but nylon woren in three dimensions You'l never nand 
extre protection far CANDALON upholstery because it lasts the fe of 
the cor aad because it's 20 cary to chenn. It's emsier on clothes, too. 
and saler to vide 00 checks dangerous siding om wahdes tops. 
yet beta you case in amd out of your swiomobile Many leeding cars 
now offer CANDALON in a wide welectoe of rich pattems 
Ask for CANDALON on better furniture, too. 


IN THE BANK—Collins & Aikman Corp. began a new campaign in The Satu 

Evening Post with this ad to promote Candalon, a nylon upholstery fabric. 

SEP will carry a new ad every month, and business papers will be used to 
dealers. Kudner Agency handles the account. 
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Holeproof Schedule 
of Magazine Ads Is 
Largest Ever Used 


MiLwavKEE, July 21—Holeproof 
Hosiery Co. will launch its largest 
ad campaign this fall. 

Weekly magazines will be used 
more extensively for Holeproof’s 
men’s socks, women’s hosiery and 
Luxite lingerie lines. 

Every 10 days from September 
through December, b&w column 
ads for the men’s sock line will ap- 

in Collier’s, Life, Look and 
The Saturday Evening Post. These 
consistent small ads will supple- 
ment full-page ads to run before 
Christmas and Father’s Day. Mr. 
T men’s socks will be introduced in 
a full-page four-color ad in the 
October Esquire. 

A full-page four-color ad in the 
Oct. 2 Life and a page in the Sept- 
ember Harper’s Bazaar will fea- 
ture Holeproof’s Black Rose stock- 
ings, created for the Twentieth 
Century-Fox movie “The Black 
Rose.” 


s A four-color half-page in the 
December Esquire, and b&w full, 
half, and two-thirds page ads for 
the women’s hosiery line will ap- 
pear in Charm, Glamour, Photo- 
play, Today’s Woman, Vogue and 
Woman’s Home Companion. 

The Luxite campaign will start 
in August with spreads in Harper’s 
Bazaar and Mademoiselle. In the 
following months, b&w and color 
full and half-page ads will appear 
in Charm, Esquire, Glamour, Har- 
per’s, Ladies’ Home Journal, Mc- 
Call’s, Photoplay and Vogue. 

In all ads, Holeproof features 
the Fashion Academy gold medal 
award for 1950, given to Luxite for 
superlative styling and to Hole- 
proof hosiery for beauty, both in 
color and line. 

Nappers, a new nylon slipper- 
sock, will be introduced through 
a full-page color ad in Life Nov. 6. 

Trade publications and numer- 
ous merchandise aids will also be 
used in the campaign. Weiss & 
Geller, Chicago, is the agency. 


Roehring Boosts Bansemer 


R. E. Bansemer has been ap- 
pointed assistant general sales 
manager of the Koehring Co., 
Milwaukee, manufacturer of con- 
struction equipment. He joined the 
company in 1923 and most recently 
4 been a district sales represent- 
ative. 


“INTELLIGENT 
PUBLIC OPINION”’ 


Our List Research and Develop- 
ment work revealed the fact that 
was no centralized, coordi- 
nated headquarters for lists of — 


INDIVIDUALS OF 
ABOVE AVERAGE INTELLIGENCE 
AND/OR INCOME 


We are now able to supply re- 
Sponsible mailers 


3,000,000 INDIVIDUALS 


. Prejudged in advance as meet- 
ing the above specifications. Lists 
are organized in categories. They 
include College Alumni, Physical 
Scientists, Social Scientists, Edu- 
cators, Engineers, Industrial and 
Financial Executives, etc. 


We reserve the right to reject 
any order that we feel would an- 
noy, or exploit these individuals. 


We issue no catalogue as this is 
an spect tunity to secure Mailing 
List Service that protects both the 
Mailer and the Recipient. 


We invite correspondence for 
er details as to descriptions, 
tal names available and prices. 


WALTER DREY, INC. 


Mailing List Consultants 
257 Fourth Avenue 

OR 4-7061 
New York 10, N. Y. 


JWT Appoints Pattinson, 
Cavallo, Laemmar, Tasker 

Murray Pattinson, formerly pro- 
duction manager of Burton Holmes 
Inc., film producer, has joined the 
Chicago office of J. Walter 
Thompson Co., where he has been 
assigned to the production of tele- 
vision films. Peter Cavallo Jr., who 
formerly handled this operation, 
will now devote more of his time 
to creative programming in the 
television department. 

Jack . Laemmar, formerly 
with Foote, Cone & Belding, Chi- 
cago, and Harold Tasker, formerly 
western manager of Capple, Mac- 
Donald & Co., sales promotion 
specialist, have joined JWT, Chi- 
cago, as advertising account rep- 
resentatives. 


Kudner Adds Carruth 

Kudner Agency, New York, has 
named Virginia Carruth, former- 
ly with Ted Bates & Co., as a mem- 
ber of the research department. 


Katz Co. Adds Meyer Sacks 

Joseph Katz Co., New York, has 
appointed Meyer Sacks, formerly 
with A. W. Lewin Co., as a copy 
executive. 


Piper Offers ‘Learn 
As You Travel’ Plan 


Lock Haven, Pa., July 20—Pi- 
per Aircraft Corp. has returned to 
general advertising to feature a 
“learn-as-you-travel” teaching 
plan for business men. 

The program to teach business 
men how to fly while they travel 
was introduced through a series 
of fractional-page ads beginning 
in May in Newsweek. This is the 
first consumer advertising by Pi- 
per since 1947. 

To reach the farmer as well as 
the business man, Piper is also ad- 
vertising in  Breeder’s Gazette. 
This supplements trade publica- 
tion ads running in Air Facts, 
Aviation News Beacon, Flying, 
National Flying Farmer, Skyways 
and Southern Flight. 

The new Piper program plays up 
money-saving as well as the time- 
saving advantages of private fly- 
ing, and uses the approach that 
learn-as-you-travel flights may 
be charged as legitimate business 


transportation, and the instruction 
part can be considered “free,” 
since the business man only pays 
for the charter of the plane. Planes 
may be chartered from any of 800 
Piper dealers. 


s The company believes that about 
100 flight hours a year, or the 
equivalent of 12,000 miles, is the 
minimum amount of travel to 
justify ownership of a light plane 
such as the Piper Pacer. The Pacer, 
which seats four including the pi- 
lot, is the craft used in the pro- 
gram. 

The program is designed to at- 
tract the busy person who does not 
have time to spend mornings or 
evenings taking regular lessons to 
build up the necessary six to ten 
instruction hours usually required 
to solo. 

Davis-Parsons Inc. is the agency. 


Wagner Joins Hewitt Agency 
Rita Wagner, formerly with Hir- 
shon-Garfield, has joined Hewitt, 
Ogilvy, Benson & Mather, New 
York, as an account executive. 
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Cadillac Promotes Fields 


M. E. Fields, supervisor of sal- 
aried personnel activities and di- 
rector of supervisor training, has 
been named director of personnel 
and public relations for the Cadil- 
lac Motor Car division of General 
Motors Corp., Detroit. He succeeds 
J. M. Roche, who has been made 
general sales manager. 


Gets Cosmetic Account 


McCain & Associates, Indianapo- 
lis, has been retained to direct the 
advertising of Maison Carlyle Inc., 
Chicago, manufacturer of Con- 
stance Carlyle cosmetics. Mag- 
azines and newspapers will be 
used 


You can’t fool 
a housefly! 


When DDT was discovered, it looked like finis 


Sor flies. At first, the pests turned up toes by millions .. . 
but after several years developed an immune strain. Now 
hardier housefly species guzzle the stuff without even a 
hangover. Today entomologists are betting on Lindane, 


hope flies will not become immune to it, too! 
%& enterprising enterprisers have made money 
2 with hatcheries —egg, chick, and fish. 
= Now the newest business is pig hatcheries! 
Specialists produce weanling pigs, with 
—~ aseptic accouchement, feed them from diet 
kitchens run by nutritionists . . . sell choice 
Specimens for adoption at about forty pounds 
—and haven't been able to keep up with the demand! 


Ever hatch a pig? For years, 


There’s no business like . . . farm business 
—the fastest changing, most exciting industry 
in our economy. Imagination and initiative, 
wesearch and new techniques . . . constantly 
improve production. 

The best farmers use science as well as skill, 
substitute brains for backwork ... Legume planting 
makes soil self-fertilizing. Root plants and better 
porosity preserve rain formerly lost. Contour 
plowing defeats erosion. Proper rotation makes 
the land richer. Intensive use of machinery 

and electricity save steps and effort. 
The new Mae West chickens give more 
white meat, hens lay more golden eggs, 


SUCCESSFUL 


cows fill milkpails with cream higher in butterfat, 
porkers produce more lean meat, beef cattle grow 
more tender steaks! 


Opp. for men of vision . . . The biggest 
sales opportunity in the world today is found 
among the SuccEssFUL FARMING audience ...a 

} highly prosperous market of 
A * more than 1,200,000 families 


... Of which more than a 
OPP. FOR 
= million are concentrated in the 
===} 15 agricultural Heart states, 
with the best soil, largest investment in machinery, 
equipment, and buildings, highest yields, and 
income easily averaging 50% more than the US 
farm average! 

Your advertising in general media doesn’t 
reach most of them—needs SuccessFuL FARMING 
which has contributed to better farm business 
and better farm living for more than forty years 
... keeps subscribers ahead of the parade in 
production and profits . . . Ask any SF office for 
the full facts ... SuccessFUL FARMING, Des Moines, 
New York, Chicago, Cleveland, Detroit, Atlanta, 
San Francisco, Los Angeles. 


FARMING 
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42 Advertising Age, July 24, 1059 
Launches Interview Concern | Genaviter Picks Caples Co. Advertising in the Test Stage Ag 
Jules Nathan, research director| Genaviter S.A.R.L., Rome, Italy, . : Or 
of Franklin Bruck Advertising,| has appointed Caples Co., New t Citi ae limi After Taste Tests by 661 Housewives An 
New York, has resigned to organ-| York, to handle advertising in met-| Rq@]ston-Purina Co. ities chosen for the prelimin-| | >F 
ize Guaranteed Interviews with| ropolitan New York newspapers s : ary test include Wichita, Colum- bah Cle 
headquarters in Tucson, Ariz.| for its transatlantic liners. The line Runs Market Tests bus, Cincinnati, Dayton, St. Louis, 
ens oe = a egg cog AE not have an agency , ary Fort oe and the Kan- W. 
duct market researc n cities} in ; ry i ndian i as. : 
scattered through Arizona, Cali- on Shredded Rice pag ie Be oo Fos Se ee + he 
fornia, Colorado, New Mexico and) Otto Names De La Mar Sr. Louis, July 19—Shredded|each city with red-and-black, distr: 
Tomes. R nenen, Se - ne , Rice, a new ready-to-eat, “bite-|1,000-line newspaper advertise- man 
asa ,N. V. ine”? a ; rs gt 
Cocco Joins Lush Agency | | Amsterdam, Holand, a's’ 28-|t0y pointe ie being tated nse | They: were followed by intensive 4. = 
- Frank Cocco has joined E. J.| sociate in handling advertising for > g h rd TV ad x # b& LOUIS IS ENJOYING - a Th 
Lush Inc.. New Haven, Conn.,| Remington Rand products in the|!ected markets by the Ralston-|radio and advertising, b&w ; 
agency, as a copywriter. Netherlands market. Purina Co. newspaper ads, point of sale dis- tervi 
plays and other promotional ma- neap 
terial. grou] 
parel 
s The introduction climaxed nine boys 
years of testing and research, ac- In 
. . cording to Ralph E. Smith, vice- ket, t 
president and general manager of stock 
the cereal division, Preview testing | BITE-SIZE—Typical of the introductory ship 
of housewives’ opinions gave Ral-| "ewspaper ads for Ralston-Purina Co.'s incon 
ston researchers tips on improving| "®W Shredded Rice is this 1,000-ing Th: 
P the new cereal. Shredded Rice re- ar _ 4 = Ades ne St. Py, cover 
ceived more than three times as ee ee ee Meek 
E many votes as the highest ranking , Minn 
“old favorite” cereal, which has ih celit hist of 1,000 names ai rural 
been on the market for years, ac ceived the envelopes each week Coy 
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cording to Mr. Smith. 

The new product is criss-cross 
shredded, then crimped at each 
end and puffed to form a hollow 
waffle-type unit so small two or 
three fit into an ordinary tea- 
spoon. The design allows milk or 
cream to float inside the bite-size 
waffle. 

As for results of the test, Smith 
quotes grocers who say “it sells on 
sight—looks like one of the best 
moving items in years.” 


and sales in the automotive ma- 
chine shop showed an 18% in 
crease within six weeks. The 
equipment service department wag 
enlarged 3344% to handle the in- 
creased volume. — 


SUSMAN AGENCY GETS 
AMMO-VESS ACCOUNT 
PITTSBURGH, July 18— Steuer 
Laboratories has appointed Sus- 
man & Alder, Pittsburgh, to han- 


Future advertising plans depend|dle advertising for the introduc- 
OTHE NGUSTON CHRONICLE [] on final results of ik taste, which} tion of Ammo-vess, said to be a 
are still in progress. Gardner Ad-|new type of ammoniated denti- 
vertising Co. has the account. frice and mouthwash invented by on 
a Pittsburgh ethical dental practi- an 
ENVELOPE ADS TESTED tioner. It is in the form of a small your 
BY MILLS-MORRIS CO. —_ tablet which dissolves in bind 
water. 
Mempuis, July 18—An affirma-| A test campaign for the Pitts) Pas 


tive answer has been given to the 
question, “Can envelopes be used 
as an effective advertising med- 
ium?” by the Mills-Morris Co., on 
the basis of its first six weeks’ ex- 
perimenting. 

Using all the available space 
allowed by the Post Office De- 
partment, the company illustrated 
envelopes used by its automotive 
machine shop with the design of a 
rebuilt motor and a list of 21 dif- 
ferent services performed by the 
shop. The reverse side advertised 
repair service on all types of 
equipment. Orange ink was used 
for both the illustration and the 


burgh market will introduce the 
product with newspaper space 
and television time. 


Haller Cuts Bourbon Price 


W. A. Haller Corp., Philadelphia, 
has introduced a new price for 
Haller’s “89” bourbon at $3.69 from 
a former price of $4 with 600-line 
newspaper ads in Philadelphia and 
Pittsburgh. Other bourbon distill- 
ers who have reduced their price 
to levels averaging $3.50 a fifth 
are Continental Distilling Corp. 
(Planters Club) and Kinsey Dis 
tilling Corp. (Linfield). These, like 
Haller, are divisions of Publicker 
Industries. 


CIRCULATION 
ADVERTISING 
NEWS VOLUME 


America’s finest 


photoengraving plant 
Collins, Miller & 


H utchings INC. 


207 North Michigan, Chicago 
FRanklin 2-5854 


. . - And most important, in READER RESPONSE— 
hence ADVERTISING RESULTS! 


The Houston Chronicle 
LARGEST CIRCULATION IN TEXAS 


R. W. McCARTHY M. J. GIBBONS THE BRANHAM COMPANY 
Advertising Director National Advertising Manager National Representatives 
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Agriculture Issues 
Analysis of Family 
Clothing Inventories 


WasHINGTON, July 19—One of 
the first studies ever made of fam- 
ily clothing inventories is being 
distributed by the Bureau of Hu- 
man Nutrition and Home Econom- 
ices of the Department of Agricul- 


ture. 

The initial release tabulates in- 
terviews with 514 families in Min- 
neapolis-St. Paul, by three income 
groups. It covers a long list of ap- 
parel items for husbands, wives, 
boys and girls. 

In outlining the clothing mar- 
ket, the study shows the customary 
stock of clothing, and how owner- 
ship differs among low and high 
income families, young and old. 

Through subsequent releases 
covering Birmingham, Ala., and 
Meeker and Wright Counties, 
Minn., it will also show urban and 
rural clothing reserves. 

Copies of the report are avail- 


A good catalog at the point of pur- 
chase is a real sales-builder. When 
your catalog is loose-leaf — and 
covered with a Heinn loose-leaf 
binder, the prestige of your com- 
pany is in trustworthy hands. Ex- 
tra sales are yours. 


Your story at the point-of-sale is 
told exactly as you want it when 
you apply visual selling. Heinn 
Loose-leaf easel binders provide 
an excellent medium for telling 
your product-story to consumers. 

selling needs strengthening. 


Showing samples at the point of 
contact gives added power to sales- 
facts. Heinn Custom Made Sales 

offer a convenient way to 
carry—and present—your samples. 


ADD POWER to Your Selling 


With selling becoming more com- 
petitive every day, it is necessary 
to take every opportunity to gain 
a strong, competitive advantage. 
Let us show you how Heinn sales 
equipment helps you do a better 
selling job. Write us today. 


THE HEINN COMPANY 
326 W. Florida St, © Milwaukee 4, Wis. 


TIGINATORS oF 


YSTEM> OF AT? 


able from the U. S. Department of 
Agriculture, Agricultural Research 
Administration, Bureau of Human 
Nutrition and Home Economics, 
Washington 25, D. C. 


WDUEK and WTIK Ask FCC 
to Approve Planned Merger 
WDUK and WTIK, Durham, N. 
C., have asked the Federal Com- 
munications Commission to ap- 
prove a merger of the two sta- 
tions, with WTIK surrendering its 
operating assignment and the com- 


bined station using the WTIK call 
letters but WDUK’s operating as- 
signment, WDUK operates on 1,000 
watts daytime and 500 at night 
and is affiliated with American 
Broadcasting Co. WTIK operates 
on 1,000 watts, daytime only. 
Under the proposal, Harmon 
Duncan and Floyd Fletcher, man- 
agers of WDUK and WTIK, -re- 
spectively, would: become co-man- 
agers of the new station. A new 
company, Durham Broadcasting 
Enterprises Inc., would be formed 
to operate the combined stations. 


Yundt Names Leonhardt V. P. 

Howard W. Leonhardt, formerly 
with A. O. Smith Corp., Milwau- 
kee, has been appointed vice- 
president and general sales man- 
ager of Michael Yundt Co., Wau- 
kesha, Wis., manufacturer of bot- 
tle washing equipment. 


Mitropa to Esmond Agency 
Lawrence Esmond Advertising 
Corp., New York, has been named 
to handle the advertising of Mi- 
tropa Inc., New York, manufac- 
turer of photographic equipment. 


43 


Swift Names Berger Agency 

Swift Business Machines Corp., 
Great Barrington, Mass., has ap- 
pointed Alfred Paul Berger Co., 
New York, for advertising in con- 
sumer magazines and business pa- 
pers. 


Lloyd Names Newark Agency 


Mercready, Handy & Van Den- 
burgh, Newark, has been ap- 
pointed to handle the advertising 
of Lloyd Engineering Inc., Belle- 
ville, N. J., metal fabricators, 


To National Banks 
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HELP BUILD SALE 


PORTE Wa ibn a TET SEE ee 


|. ie PRINTED SELLING is a basic promotion tool 
of almost every industry, it is used consistently and effec- 
tively, for example, to attract sponsors and audiences to 
networks—and to build acceptance for the wide range of 
services offered by financial institutions. And, whether 
your concern with printing involves brochures, programs, 
booklets, house magazines or sales presentations, you can 
depend on Oxford Papers to help make all your printed 
promotions more appealing, more productive. 

Back of every grade in this distinguished line is our 
50-year experience in developing and perfecting fine 
printing papers. That is why the Oxford Paper you select 
for any printing job will prove a sound investment for 
you and your customer. 


Oxford Papers 


Are Good Papers to Know 


Whatever your needs, you will find a 
paper in the Oxford line of coated and 
uncoated grades that will help you get 
a better job more economically by 
letterpress, offset, lithography or roto- 
gravure. Here, for instance, are six 
Oxford grades that have become es- 
tablished favorites with printing 


craftsmen from coast to coast: 
POLAR SUPERFINE CARFAX ENGLISH 
ENAMEL FINISH 
MAINEFOLD ‘ 
RROLLTON 
er ue 
ENGRAVATONE ° 
COATED WESCAR OFFSET 
* * * 
Your Oxford Paper Merchant 
Is a Good Man to Know 


Wherever you are located in or near 
any of 68 principal cities from coast 
to coast, you can count on your Oxford 
Paper Merchant for prompt service 
and practical, friendly help in meeting 
your needs for paper. His long expe- 
rience with paper and paper problems 
can not only save you time, but will 
frequently help you produce a better 
job more economically. Get in touch 
with him today and ask for a copy of 
the helpful Oxford Paper Selector 
Chart. Or, write direct to us. 


VISIT THE OXFORD EXHIBIT 
Space 148 
‘Graphic Arts Exposition 
Chicago, Sept. 11-23 


. OXFORD, 


1h oad) 


SPAPERS 


Oxford Miami 


MILLS AT RUMFORD, MAINE, 
AND WEST CARROLLTON, OHIO 


Oxford Paper Company © 
230 Park Avenue, New York 17, N. Y. 


35 East Wacker Drive, Chicago 1, Ill. 


Paper Company 
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Hewitt Agency Names Law 
Hewitt, Ogilvy, Benson & Math- 

er, New York, has appointed Ma- 
rion Law Jr., formerly — re- 
lations counsel for the iety of 
Motor Manufacturers & Traders, 
as public relations director. Mr. 
Law will continue to service pub- 
licity for the automotive society 

| from the agency. 

> Photo Group Elects Hamilton 

ag F. Glen Hamilton, vice-president 
of the Pako Corp., Minneapolis, 
has been elected president of the 


National Association of Photo- 
graphic Manufacturers. 


THE NEGRO 


MARKET IS 
sf 


ERRIFIC! 
ie billion dane 
— te) a year! 


ion American N d 
we 


you have 
rinks, i , OF any other 
products to sell, reach this big buy 
Public gg the Negro Ts 
magazines. interstate United News- 
papers, | 545 Fifth Ave., N. vs can 


pd yee ow advertising in 
cations rea markets and 
profits! Write bony’ s - 


NOTE: We now have facts compited by the 
Research Co. of America on brand 


erences of Negroes from coast to coast. 
rite now for this free information, 


Gulistan Ads Run 
in Eight Magazines 


New York, July 19—Ads in 
eight magazines will set the pace 
for A. & M. Karagheusian’s fall 
campaign to promote Gulistan car- 
pets this year. The campaign will 
begin in September issues with 
full-page, four-color ads that link 
style and beauty of the carpet 
line to movie stars and fashion de- 
signers featured in copy and art 
work. 

Television spots will be supplied 
to dealers for their own retail 
campaigns by the company. 
Among other promotion materials 
to be given by the company will 
be mat books, ad reprints, a briar- 
lea folder, radio scripts, and an 
easel display. 


a The Gulistan “open line” cam- 
paign will appear in September in 
American Home, Better Homes & 
Gardens, House Beautiful, House & 
Garden, Time and Woman’s Home 
Companion. In November, Holiday 
and Vogue will be added to the 
schedule. 

The current Gulistan campaign 
based on Jacques Fath designed 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION. 
Published bi-monthly at 20 West Putnam Ave., Greenwich, Conn. 


z, D 
S. 


or 


Advertising Age, July 24, 


jewelry will be continued as a con- 
current promotion in Holiday and 
Vogue during the fall. It is run- 
ning on a 12-month basis. 

Fuller & Smith & Ross, New 
York, is handling advertising for 
Gulistan carpets. 


McGraw-Hill Shifts 
Three Representatives 


McGraw-Hill International 
Coney New York, has shifted Har- 
ry W. Wiley Jr. from its Phila- 
delphia office to Chicago, where 
he replaced Knox Bourne as a 
representative for Ingenieria Inter- 
nacional Industria, Ingenieria In- 
ternacional Construction and the 
McGraw-Hill Digest in the Chica- 
go territory. Mr. Bourne has join- 
ed the company’s Construction 
Methods & Equipment. 

Stokes T. Henry has transferred 
from the New York office to Phil- 
adelphia as a representative for 
the three McGraw-Hill publica- 
tions handled by Mr. Wiley in 
Chicago. John F. Gomez of the 
Philadelphia office has been as- 
signed to American Automobile 
(overseas edition), El Automovil 
Americano, El Farmaceutico and 
Pharmacy international. 


Joins Geyer, Newell & Ganger 

Elizabeth B. Powell, formerly 
radio time buyer at H. B. Humph- 
rey Co., has joined Geyer, Newell 
& Ganger, New York, 
capacity, 


DuMont Promotes Jamieson 
Robert F. Jamieson, former traf- 

fic manager, has been named man- 

ager of station relations for Du- 

ae Television Network, New 
ork. 


shopping service. 


it condemns? 


New U. S. 


Now, proof that the Miami Market surpasses even its own expecta- 
tions. Figures just released show 1948 retail sales of $826,700,000 for 
Miami’s Gold Coast market (Dade, Broward, Monroe and Palm Beach 
counties). These figures show an average 385% increase over 1939 and 
this pace is being maintained and increased in ’50. 

And as the Miami Market goes, so grows The Miami Herald which 
today reaches an ever-increasing 
number of South Florida’s families 
-- the solid bulk of Greater Miami’s 
constantly expanding buying power. 


JOHN S. KNIGHT, Publisher 


STORY, BROOKS & FINLEY, National Reps. 


A. S. GRANT, Atlanta 


Affiliated Stations -- WQAM, WQAM-FM 
MIAMI -- An International Market 


Greater Miami 
Market of 


Business Census Reports 


*1948 U.S. Census of business 


umn are always welcome. 


lhe Creative Mans Corner 


Just to prove that critics are every bit as sensitive as the 
people whose efforts they criticize, The Corner feels emo- 
tionally impelled this week to devote this space to an apolo- 


gia. 

The Corner has been taken to task several times for com- 
ments it has made concerning certain advertisements or ad- 
vertising campaigns. It has been upbraided for saying what 
it says without a knowledge of all the factors involved. It 
has been snickered at for criticizing ads that have proved 
unusually effective in producing results. Or coupons. 

The Corner—if its critics will examine its pontifications 
carefully—has never presumed to foretell the possible sell- 
ing effectiveness or lack of selling effectiveness of any ad. 
It has sought instead—either through praise or condemna- 
tion—to point out where an ad could be made a degree more 
believable or clearer or more factual or more sensible or 
be expressed in better taste. It has also liberally employed 
the expression, “in The Corner’s opinion.” Its object-—-even 
when it has condemned—has been to suggest a layman’s re- 
action to advertising and a layman’s opinion of how adver- 
tising might be improved and made more acceptable as a 


By The Corner’s own count, it has condemned more than 
it has praised. But it has, nevertheless, been impressed with 
one salient fact: Not one of the advertisers or agencies whose 
efforts The Corner has praised has ever taken issue with 
The Corner’s comments, Can it be that The Corner is invari- 
ably infallible when it praises—and invariably wrong when 


The sensitive soul who runs this column would like it 

similar understood that its s established by its publisher 
= 4 —is to contribute fo the over-all inguepennéat ot adver- 
tising through well-intended criticism, given within the 
naturally limited scope of its author. 

As one of its correspondents has remarked, the comments 
made in this column are seldom less kind or more sweeping 
than those made over luncheon tables by advertising men 
themselves—concerning, of course, competitors’ campaigns. 
And, naturally, with as little knowledge of all the factors in- 
volved or of actual selling performance. 

Any suggestions concerning the improvement of the col- 


Ad Council's Plan 
for Public Service 
on TV Shows Ready 


WASHINGTON, July 19—The Ad- 
/ vertising Council last week out- 
lined the details of its “allocation 
plan” for public service advertis- 
ing on television. This TV pro- 
gram, to be initiated in the fall, 
will closely follow the pattern set 
by radio during the past eight 
years. 

Advertisers, agencies and net- 
works will be asked to cooperate 
in the coordinated drives. Sponsors 
of live weekly programs will be 
asked to carry an Advertising 
Council public service message 
once every six weeks; five-a-week 
shows will be requested to carry 
an announcement once every three 
weeks. 

Agencies contribute their talents 
in the preparation of scripts, pos- 
ters, slides, films, etc. Networks 
donate time on sustaining pro- 


grams. 
The council decided to start a 
regular schedule for public serv- 
ice activities on television after 
two spring bulletins on the sub- 
ject met with favorable response 
from telecasters and advertisers, 
according to Howard J. Morgens, 
vice-president for advertising of 


Procter & Gamble, and chairman 
of the council’s radio-TV com- 
mittee. 


= In the case of the radio plan, 
cooperating video programs will 
receive a letter three or four weeks 
in advance suggesting a date and 
topic for the scheduled message. 
The letter will be accompanied by 
a fact sheet, which will list the 
types of visual aids available. Only 
live programs will be asked to par- 
ticipate, because of the difficulty 
of incorporating messages in film 
shows. 

Among the public service drives 
tentatively set to get television 
support in the fall are: Community 
Chest, religion in American life 
government reorganization (Hoov- 
er report), home fire prevention, 
forest fire prevention, bettef 
schools, highway safety, Americal 
economic system and armed forces. 

Mr. Morgens pointed out that 4 
coordinated program of publit 
service advertising for television 
is particularly timely in view d 
disturbed world conditions. 


Rahr Names A. H. Mohrhuses 

Rahr Color Clinic, New York 
color merchandising consultant 
has appointed Arthur H. Mohr 
husen, formerly general merchal* 
dising manager of Devoe & Ray 
nolds Co., as merchandising 
rector. 
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Issue ‘Motorsport’ in Fall 


Motorsport, a new 8x11” month- 
ly, covering developments in 
sports cars, hot rods, road racing, 
stock and modified stock car rac- 
ing, midget, dirt track and big car 
events, is expected to be out about 
Sept. 1. Printing of the first 36- 
page issue will run to 100,000 
ae The b&w page rate will be 


| 
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Six Name Meissner & Culver 


drives Meissner & Culver, Boston, has 
vision J has been appointed to handle the 
nunity § 2dvertising of Bersworth Chemical 
n life Co., Framingham, Mass; L. W. 
Hoov- Ferdinand Co., Newton, Mass; 


KLEEN-STIK 


Make sure your next point-of-purchase piece is 


Fisher-Pierce Co., Boston; Glas- 
— Kraft Inc., Lonsdale, R. I.; Mac- 
pettet i Donald Metals Inc., Worcester, 
erical § Mass., and Sigma Instruments Inc., 
forces. § Boston. 


: Elects Fishburn President Co-. _ 
: Alan M. Fishburn, owner of co 
, Phoenix Productions, has been T 
‘ elected president of the Radio & (Fatima) 
Television Directors Guild of Chi- er’s 
} cago. Other officers are: Parker 
- Gibbs, NBC, vice-president, and coll 
l. GOOD CITIZEN—Charles E. Wilson, pres- | Larry Auerbach, NBC-TV, secre- ane 
“ ident of General Electric Co., presents | tary-treasurer. New |) 
e the millionth copy of “The Miracle of in 195 
r America” to John H. Conner, Rochester, | Gets Fifth Army Account 
i N. Yo newsboy who won /Ad Council | Schoenfeld, Huber & Green, 
n == & gee hg - Chicago, has been appointed to 
“ - = —, 7. —— for 
“ re e Fi rmy, whose area com- 
: KRSC Highest Bidder prises 13 midwestern states, and 
. for Seattle School mameapers, radio and TV will be 
; Radio Broadcasts 
h SeaTTLe, July 19—Station KRSC, 
e an independent station, was high 
. bidder and has won the contract 
t for exclusive broadcasting of paid 
sports games of Seattle high 
“ schools. The high bid was $2,665 
e for one year. 
Station KING submitted a bid 
s of $2,500 for both radio and tele- 
g vision rights. S. L. Savidge, auto- 
n mobile dealer, bid $2,620 for radio 
:. and television rights as a sponsor. 
_ Earlier, KING had been given \ 
a contract for both radio and TV eal 
"9 rights at $2,500, but the contract 4 
was attacked and KING and the WS 
school board agreed to drop the ay 
contract (AA, June 19 and 26). NS 
~ee® The board then advertised for bids. St | 
irmail y With the radio award going to sh 
KRSC, the school board voted to I 
begin negotiations for television 
plan, rights. KING-TV is the only tele- i 
s will vision station in the region. 
weeks Meantime, Bruce Bartley, at- I 
e onl torney for the Washington State 
-ssag Assn. of Broadcasters, announced | 
ied by he will appeal to the state supreme 
st thes Court a ruling that the board has I 
. Only f the power to grant exclusive con- j - e 
. tracts for radio and _ television S ft 
o par | rights | aa ) IrOm owl 
n film AV MS BY No 


publit | Four A’s Elects Golovin 


visi § Willard B. Golovin Corp., New and i used. Kleca-Scik, the versatile moisture-less ad- 

iew of i, has been elected to the PRESS hesive, not only “Gets It Up”... but KEEPS IT 
eri Ass isi ; 

—— = 1 UP. Kleen-Stik adheres to any smooth, clean sur- 


7 face (metal, wood, glass or plastic) and is easily 
\ Simply remove protective cov. J? removed too! Whether placed on a cold refriger- 
Sioce, “stays pul,” until pur, : ik’d 

A pores -_ Sate out.” wall poe ator or ona sun-beaten window, your Kleen-Stik 


’ 


NEW JERSEY'S FOURTH LARGEST MARKET 


TEST 


~ aa display “stays put” until intentionally removed. 
elrop olttan WE DO NO PRINTING 
NEW YORK Your own printer will get KLEEN-STIK for you KLEEN-STIK 
for Wakes Every Place an Advertising Spacel 


PEANUTS 


Exclusive with KLEEN-STIK 


Send for ideas and FREE samples today! 


Send or call f j . 28 oh’ ! 

the complete bulletin Fill out and mail this coupon 

, litan New York I for interesting portfolio of | 

ie. wo, . Ideal for WINDOW POSTERS, WALL SIGNS, COUNTER STRIPS, ETC. samples and ideas. { 
s and you wi , ; ; 

fi A - A small Kleen-Stik spot in each corner or a thin strip down each ] 

— pone regen o side is all you need for perfect adhesion. Kleen-Stik'd pieces COMPANY. + 

aitone tan NEW YORK, by testing can be used on practically every surface— WINDOWS * WALLS I 

~AYONNE, for only 8 cents a line . . . © COUNTERS * SHELVES * SHOW CASES * REFRIGERATORS * ADDRESS. 

vst peanuts compared with any other CASH REGISTERS * TRUCK SIDES * BACK BAR MIRRORS | | 

media giving the complete, concen- city. ZONE STATE 


trated coverage of 


THE BAYONNE TIMES 
ine cannot be sold from the outside” 
80 ALLY REPRESENTED BY 
GNER & MARTIN 
Mi Madicon Ave., W.Y. © 435 H. Michigan Ave., Chicago 


KLEEN-STIK Not a glue, paste or cement, but 


@ patented, permanently active adhesive applied to your printed 
pieces (over-all, spots or strips) that cdheres to any smooth, clean 
surface when pressed in place. 


KLEEN-STIK PRODUCTS, inc. 


225 N. MICHIGAN AVE. CHICAGO 1, ILLINOIS 
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VEL. See a ee 


Value of Steinway Name Estimated to 
Equal All its 50-Year Ad Investment 


Steinway-Ayer ‘Marriage’ 
is Ad Field’s Longest; 
First Copy on Trade-ins 


By ALLEN SOMMERS 

PHILADELPHIA, July 20—Fifty 
years ago, Steinway & Sons and 
N. W. Ayer & Son began a duet 
which introduced a great many 
people to music and helped make 
the Steinway piano a popular sym- 
bol of culture and also influenced 
the development of advertising art. 

This 50 years of marriage by an 
agency and a client is something 
like a record in a profession where 
three and a half years is the aver- 
age time a client and agency stay 
hitched. Steinway and Ayer have 
worked together for a longer un- 
broken period than any other pair. 


Until 1900, Steinway had done 
little national advertising, relying 
on the frequent use of its pianos at 
concerts and recitals to keep the 
name before the public. Ayer ex- 
ecutives argued that such promo- 
tion merely influenced people who 
were already interested in music; 
it neglected the masses who had 
not developed such an interest. 


ws Steinway executives readily 
agreed. But they were worried 
that advertising might hurt their 
prestige in the music world and 
would cost them more than they 
would gain. 

That was an _ understandable 
worry in 1900, because advertising 
had little artistic merit, and the 
lurid claims of patent medicines 
had hurt advertising’s reputation. 


FOOD SALES GROW FAT, TOO.. 


when WTAR and WTAR-TV sell the 
Norfolk Metropolitan Market for you! 


The potential is plump for food products in the 
$100,000,000.00* Norfolk Metropolitan Market— 
Norfolk, Portsmouth, Newport News, Virginia. WTAR 


and WTAR-TV bring home 
tisers because... 


the sales for food adver- 


WTAR delivers more listeners-per-dollar than any 
combination of other local stations. Check any Hooper- 
ating to see the overwhelming listener preference for 


WTAR. 


WTAR-TV, on the air since April Ist, is already 
selling to more than 15,000 set owners (as of May 1). 
That's right, 15,000 sets in one month's operation in 
a brand new television market. Proof enough of WTAR 


popularity. 


So, get your food products on the heaping tables 
of the Norfolk Metropolitan Market with WTAR and 
WTAR-TV. Ask your Petry office, or write us. 


*Sales Management Survey of Buying Power, 1950 


AM—NBC Affiliate 


5000 watts Day and Night 


TV—lInter-Connected 


NBC, CBS, ABC, and Dumont Affiliate 


Norfolk, Virginia 
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TWO MILESTONES—The 1905 ad at left was one of the first 
to use fine illustrations to emphasize Steinway’s message. It 
set a fashion followed for years. At right is the famed 1920 ad 


using a photographic technique to give 


quality, attribute for 


The Steinwa 
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Advertising Age, July 24, 1958 
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STEIN WAY 
The Instrument 


There has been but one supreme piano in the history of music. In the 

days of Liszt and Wagner, of Rubinstein and Berlioz, the pre-eminence 

of the Steinway was as unquestioned as it is today. It stood then, as it 
preference wherever great music is understood and esteerned. 


STEINWAY & SONS, Steinway Hall, 107-109 E. 14th St, New York 


——y— 


i 
of the Immortals 
chosen instrument of the masters —the inevitable 4 


Subway Espress Statione aot the Ure 


ag 


painting effect and 


an “Old Masters” y.p. of Ayer, pulled 


introducing the “Instrument of the Im. 


mortals” slogan. Raymond Rubicam (Ayer, 1919-23) wrote the 
phrase as the final line of copy; G. M. Lauck, now executive 


the phrase up to headline position. 


So Steinway began national ad- 
vertising warily and cautiously. In 
fact, the first copy did not sell 
Steinway pianos. In 4” of space, it 
merely offered pianos by other 
manufacturers which the company 
had received as trade-ins. 

The second ad announced Stein- 
way pianos for rent, and the third 
only went so far as to admit that 
used Steinways could be bought. 
It wasn’t until the 14th ad that new 
Steinways actually were offered 
for sale. 


s Apparently reaction in the music 
world was favorable. 

In 1901, headlines boldly pro- 
claimed: “Steinway pianos from 
$550 upward.” In 1902 an ad an- 
nounced that His Majesty Emper- 
or William (Kaiser Wilhelm) had 
bought a Steinway, tested its mer- 
its and conferred on William Stein- 
way the Order of the Red Eagle. 
“We leave it to the American pub- 
lic to form its own conclusion,” 
the copy said. 

Then in 1903 Steinway offered 
its new uprights on a cash or time 
payment plan. In 1904 was pub- 
lished the first testimonial from a 
musician, Richard Strauss, and 
early in 1905 Paderewski appeared 
in a testimonial. 

The year 1905 also marked the 
beginning of fine art in Steinway 
advertising. Leading magazine il- 
lustrators were commissioned to 
prepare the artwork, and the at- 
mosphere of magic fantasy which 
they created set a fashion lasting 
for years. In 1916 this technique 
was replaced by photographs, in 
misty focus, of concerts and of 
families and sweethearts gathered 
around a Steinway piano. Out of 
this series, in 1920, came the first 
“Instrument of the Immortals” ad- 
vertisement, recently included by 
Julian Watkins in his book, “The 
100 Greatest Advertisements.” The 
famous phrase has since been used 
as the Steinway slogan. 


a In the ’20s, pride in the family 
piano was giving way to pride in 
the family car, and radio was cut- 
ting into the piano’s home enter- 
tainment value. 

Steinway did not care to fight 
this trend by cheapening its prod- 
uct or using high-pressure sales- 
manship. So Ayer worked out cam- 
paigns which made such tactics un- 
necessary. 

Newspaper rotogravure ads 
stressed the importance of musical 
training in the education of chil- 


dren. 


A series of four-color double- 
page ads was launched, featuring 
paintings of famous musicians, 
scenes from operas and interpreta- 
tions of famous musical composi- 
tions. The Saturday Evening Post 
listed these as the first advertise- 
ments of the type ever published. 
Such leading artists as N. C. 
Wyeth, Sergei Soudeikin, Ignacio 
Zuloaga and Rockwell Kent were 


commissioned to illustrate them. 

By 1929, although piano industry 
sales in general had dropped below 
the 1921 level, Steinway sales were 
69% higher. 

Through the depression and war 
years, both Steinway pianos and 
Steinway advertising maintained 
their quality. New photographic 
techniques were developed; no- 
table examples appeared in the 
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Buying Power in central Ohio is the 
187,980 WBNS families with income 
of $1,387,469,000. Both local and 
national advertisers know from expe- 
rience that effective selling in this 
market means WBNS plus WELD-FM. 
They have the proof that this station 
delivers the results at lower cost. 
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Advertising Age, July 24, 1950 


“poking at Life” series published 
jn 1949 and early this year in Time 
(four colors) and Etude (black and 
white) . 

Over the years, Steinway adver- 
tisements have won an unusual 


number of art awards, including | 


four medals and three honorable 
mentions in the New York Art Di- 
rectors’ annual exhibitions. 


s Theodore E. Steinway, president 
of Steinway & Sons, points out that 
even though his company has spent 
less on national ads in the past 50 
years than many advertisers are 
likely to spend today in a single 
“our 50-year investment, 
however, has produced impressive 
Ng 
“It has, I believe, helped us tre- 
mendously to continue to produce 
the finest musical instrument 
which can be made. We have al- 
ways refused,” he told AA, “to 
lower our quality standards in any 
way. We will not cut corners, use 
mass production methods or inferi- 
or materials, or allow insufficiently 
trained workmen to work on our 
pianos. 
“We will not send out pianos on 


consignment, or permit our dealers 


to cut prices. Our advertising, by 
helping to insure us of a market, 
has provided essential backing for 
our policies,” 


a Mr. Steinway estimates that na- 
tional advertising has helped the 
company sell something like 250,- 
000 pianos since 1900. While in 
some years Steinway produced 
only 3% to 5% of the pianos made 
in the U. S., the company’s dollar 
volume frequently ran between 
10% to 15% of total sales. 

Of about 1,000,000 pianos in good 
condition and now being used in 
this country today, Mr. Steinway 
estimates that nearly one-fourth 
are Steinways. Nine-tenths of all 
pianos used at concerts are Stein- 
ways, he says. 

Mr. Steinway paid high tribute 
to his company’s national advertis- 
ing, terming it a good investment 
which has also been of value to the 
entire music industry. 

“First, we have always stressed 
in our advertising the importance 
of good music, which has helped 
other organizations engaged in pro- 
viding the public with instruments 
and music,” he said. “As far as the 
advertising industry is concerned, 
our pioneering in the field of ad- 
vertising art opened up new meth- 
ods of using illustrations effec- 
tively. It must be remembered that, 
when we began our association 
with Ayer, there were no art de- 
partments or trained art directors 
in advertising agencies.” 


® Pointing out that it is difficult 
to estimate the actual financial 
return from advertising, he said it 
would be safe to say that the Stein- 
Way name alone “is now worth 
more than everything we have 
Spent on advertising in our his- 
tory.” 

As an indication of the value of 
the name, Mr. Steinway disclosed 
that they had been offered millions 
of dollars for the use of the Stein- 
way name on other products. 

The piano industry today is far 
ahead of 1900 in spite of its ups 
and downs, he told AA, and added, 
“To this achievement, advertising 
rd made an outstanding contribu- 
lon.” 


Milltone Names Kameny 
Milltone Textile, New York, re- 
cently organized apparel manu- 
facturer, has appointed Seymour 
eny Associates, New York, for 
advertising of Milltone worsted 
j€fseys in consumer magazines, 
usiness papers and by direct 


Lucerna Gets Lamp Ads 

Kurt Versen Lamp Co., Engle- 
wood, N. J., has selected Lucerna 
Co., New York, to handle advertis- 
ne in consumer magazines and 
paar papers. A fall campaign 
‘or September and October break- 
ing dates is being prepared. 


one in Etude use fine photographic il- 
lustrations. Some are in color, some in 
black and white. 


Names Randle Coast Manager 


Albert W. Randle has been ap- 
pointed West Coast manager for 


Transportation Supply News. He 
will handle the sale of advertis- 
ing in California, Oregon and 
Washington. Mr. Randle will make 
his headquarters in Los Angeles. 


Brownell to Street & Smith 


Albert W. Brownell Sr., previ- 
ously with Liberty, has joined 
Street & Smith Publications, New 
York, as a sales representative for 
Charm, Mademoiselle, Living for 
Young Homemakers, All Star 
Sports Quarterlies and Astounding 
Science Fiction. 


Burroughs Ups Richardson 

William C. Richardson, in the 
direct mail production department, 
has been appointed supervisor of 
direct mail production of Bur- 
roms Adding Machine Co., De- 
roit. 


Don Laiffer Joins R&R 

Don Laiffer has been added to 
the copywriting staff of the ra- 
dio-TV department of Ruthrauff 
& Ryan, New York. He formerly 
was’ with Terminal Broadcasting 
Inc. 
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Gets Chemical Account 

National Distillers Chemical 
Corp., Ashtabula, O., subsidiary 
of National Distillers Products 
Corp., has appointed the House of 
Hayden Twiss, New York, to han- 
dle its advertising. 


101,678 TV Sets in Buffalo 

WBEN-TV, Buffalo, reports that 
television installations in Buffalo, 
compiled by Niagara Mohawk 
Power Corp., total 101,678 as of 
July 1, 1950, up 3,596 from June 1, 
1950. 


Drug & Cosmetic 


INDUSTRY 


Covers a rich and 


forward looking industry 


Also Publishers of Beauty Fashion 


Have you a one® 


1s000 
HUNGRY: 
FAMILIES 


de? ’ 
track mind ? 


ae ee ee 


When it comes to food consumption, 
consider those millions of young fam- 
ilies over on the other side of the 
tracks. They eat too! And plenty! 
No doddering, dieting dowagers there. 
No gouty gourmets. Just plain every- 
day young families with growing 
youngsters—millions of them! 


There’s your market for foods—and 
household equipment and supplies 
—and wearing apparel—and toiletries 
and yes, diapers, too. 


For these families are young fam- 
ilies—they’re having the most babies 
and need the most of practically 
everything. And very important— 
their incomes are at an all time high. 


So what? 


Well, there is just one kind of maga- 
zine through which you can reach 
them. That’s TRUE CONFESSIONS 
and similar type magazines. And don’t 
kid yourself! You may be advertising 


le IR a i ey an 


¢ + 
onfessions 


A Fawcett Publication + 67 West 44th St., New York 18, N. Y. 


in a string of publications as long as 
your arm, but according to Starch, 
only about 5% of the readers of the 
women’s service magazines or the hig 
weeklies or “general” magazines ever 


see a copy of TRUE CONFESSIONS. 


Those millions of young working 
families over there may be on the 
“other side of the tracks” from you 
psychologically and emotionally and 
that’s why they do not read the maga- 
zines you like to read...But you 
simply cannot write them off as a 
market! There are just too many of 
them for any advertiser to neglect. 


So, if you want a real sales feast, cut 
yourself a big slice of that juicy pie over 
there on the other side of the tracks 
by adding TRUE CONFESSIONS to 
your media list. That’s the kind of 
pie that will give new zest to your 
media menu and add millions of new 
young, buying families to make your 
sales grow fat! 


A Few Advertisers Reaching 
BOTH Sides of the Track 
Through TRUE CONFESSIONS 


Bigelow-Sanford Carpet Company, Inc. 

Bristol-Myers Company 

California Packing Corp. (Del Monte) 

Carnation Company 

Clapp's Baby Food 

Colgate-Palmolive-Peet Company 

Gerber Products Company 

International Latex Company 

International Silver Company (Holmes 
& Edwards & 1847 Rogers Bros.) 

The Andrew Jergens Co. 

Johnson & Johnson 

Lamont, Corliss & Company (Pond's) 

lehn & Fink Products 

lever Brothers Company 

The Mennen Co. 

National Biscuit 

Procter & Gamble Company 

E. R. Squibb & Sons 

Star-Kist Tuna 

Swift Baby Meats 
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Langendorf Names St. John 


Richard E. St. John has been ap- 

inted advertising manager of 
Pangendorf United Bakeries Inc., 
San Francisco. He formerly was 
with Swift & Co., Chicago, as ad- 
vertising manager for four Swift 
products and in charge of export 
advertising. 


Wulfeck Joins Esty Agency 

Dr. Wallace H. Wulfeck has left 
Federal Advertising Agency, where 
he was vice-president in charge of 
research, to become a vice-presi- 
dent and account executive of 


William Esty Co., New York. 


Shryock Title Corrected 


Although P. L. Thomson has 
been president of Audit Bureau of 
Circulations no less than 23 years, 
AA mysteriously managed in a 
story in the July 10 issue to iden- 
tify James L. Shryock, who is man- 
aging director of ABC, as bureau 
president. 


WTOB Joins Columbia 


WTOB, Winston-Salem, will af- 
filiate with Columbia Broadcast- 


stations affiliated with CBS. 
WTOB now is a Mutual outlet. 


Chicage 


efende 


> 


LORGE T HOPEWELL INC EASTERN REPRESENTATIVE - 


aor? o-teae. 


THE MOST DIRECT MEANS 
OF TAPPING AMERICA’S 
VAST NEGRO MARKET 


101 PARK AVENUE. NEW YORK 


You Ought toKnow... 


You might say Simon A. Hal- 
pern is a man who owes his suc- 
cess to smoking. Mostly other peo- 
ple’s smoking. 

Cigarets have played a big part 


in Hal’s life. He 
worked on the 
Lucky Strike ac- 
count for ten 
years, and claims 
authorship of 
such classics as 
“Nature in the 
raw is seldom 
mild,” “Reach for 
a Lucky instead 
of a sweet” and 
“So round, so 
firm, so _ fully 
packed.” And today he’s president 


Simon Halpern 


of the Pres-A-Lite’ Corp., New 


Simon A. Halpern 


York, maker of the automatic dis- 
penser that “hands you a lighted 
ready-to-smoke cigaret while you 
drive.” 

Hal got into advertising at the 
age of 23—on a bet. Moreover, he 
gave up a non-advertising spot 
paying $125 a week to take a copy 
job at $25. But this is ahead of the 
story. 


a Born in Minsk, Russia, in 1900, 
Simon Halpern was one of eight 
children. His family left Russia in 
1910 and settled in New York. Hal 
went to P.S. 156 and Boys High. 
Later he went to CCNY, where he 
studied economics; to Columbia for 
psychology courses; and NYU for 
advertising and business subjects. 
Summers he spent selling house- 


BUSINESS MEN'S EXPECTATIONS 
THIRD QUARTER OF 1950 COMPARED WITH THIRD QUARTER OF 1949 


DOLLAR VOLUME OF SALES YfAe—sid 


The weekly production of automo- 


biles averaged somewhat over 162,000 
vehicles in May as compared with 


nearly 140,000 for each week in April; 


Presidents 


DON’T WEAR GIRDLES 


ent above that in 
pduction of cars and 
months of 1950 
each week; at 
d amount to 


NET PROFITS AFTERTAXES F777, ~—SsE_i| - bi Mi 
2 million. 
There is high style in business manage- Board esti- 
NUMBER OF EMPLOYEES [] ment as well as in fashion. To-day’s sil- hysical Pro- 
Ld houette of distribution, production, or em- cent of the 
: ployee relations can vanish to-morrow . . . ay, only 4 
DOLLAR INVENTORIES Y, ' replaced by more exacting requirements 1 of 195 at- 
Lda demanding immediate solution. November 
ince Janu- 
Vy The ability to anticipate and meet these 

uever oF sewuin prices Y/7//// | changes makes good Presidents and top risen since 
& = te ys executives. Unfortunately they have no e increased 
girdles to restrain the bulges in produc- utomobiles, 
tion or sags in falling sales. Success de- g demand 
respondents that the dollar level of inven- pends on the right decision. For this oyment in- 
tories would be unchanged; the remain- reason final business decisions remain at fourth suc- 

ing 54 per cent were evenly divided in Dollar Volugg be Ce 
expecting either an expansion or a con- Tones... the top. agua ya 
traction of inventories. Only 17 percent Hue 9-7 million 
of the executives expected an increase in Level of Sel To make these decisions executives ain of over 
the level of their selling prices; the ma- + End of se need fundamental facts and figures on the highest 


WEEKLY AVERAGES 


1939 1949 BUSINESS” INDICATORS wom 
102 150 Steel Ingot Production 19 
Ten Thousand Tons ; 
76 82 Bituminous Coal Mined 
Hundred Thousand Tons 
69 120 Automobile Production any 
Thousand Automobif@ 
31 66 Electric Power 
Ten Million K : 
65 69 Freight Carloadg Each issue of DUN’S 
Ten Thousand Cars REVIEW reaches over 
109 285 Department Sto 48,000 Presidents, Chair- 
Index Number . ‘ men, Owners, and 
77 155 Wholesale Pric Partners. Over half the 
bar ap avd circulation reaches Manu- 
74 212 ~+Bank Debits facturing executives 
Hundred Million Do& 
76 275 Money in Circum 
Hundred Million Dollg® 
219 178 Business Failu 


Number of Failures 


Sources: Amer. Iron & Steel Inst.; U. S. Bureau of Mines; Automotive News; Ediso) 
Assoc. of Railroads; Federal Reserve Board; U. S. Bureau of Labor Statistics; Du 


business conditions and trends. This is . 
why DUN’S REVIEW so thoroughly re- 
ports reliable business and economic in- 


formation. 


This in turn is the reason advertising in 
DUN’S REVIEW gets so much attention 
from the most concentrated audience of 
Presidents and titled officers reached by 


management publication. 
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wares and books from house 
house. He says he made as much 
as $30 a day. 

His schooling behind him, Hal 
got his first real job as a sales cop. 
respondent with National Asbestos 
Mfg. Co., Jersey City. It wasn} 
long before he became sales man. 
ager, making $125 a week. When 
he got the boost his boss offered g 
word of advice: “You’ve got tg 
look a little older to get the respect 
of the men (he was just 23). 
Grow a mustache.” Hal’s worn a 
mustache ever since and now he’s 
thinking of shaving it off “to get 


back to 23.” 

Hal’s assistant at National As. 
bestos wasn’t completely happy on 
the job and told Hal he had starteg 
writing answers to help-wanteg 
ads. There never were any ans. 
wers. 

At this point Hal voiced the 
opinion that he could do better, 
The upshot was a $10 bet that Hal 
couldn’t wangle an interview vig 
mail. The assistant soon brought 
blind ad to Hal which read: 
“Wanted: Young man who may 
prove to be one of the greatest 
copywriters of the age.” What the 
assistant neglected to tell Hal was 
that the ad was clipped from a 
three-month-old newspaper. 


s Hal’s reply to the ad was some- 
thing new and startling in those 
days. He simply wrote: “Dear 
Sir: Enclosed find $5 for five min- 
utes of your time. If I can’t con- 
vince you in five minutes that I’m 
the man for the job, you can keep 
the $5.” 

The letter brought a prompt re- 
ply from the late Wilbur Ruthrauff 
of Ruthrauff & Ryan. Mr. Ruth- 
rauff’s response was along these 
lines: “Your letter is one of the 
most interesting I’ve ever received, 
But it’s three months old. How- 
ever, I’m so intrigued, I’d like to 
have you come and see me.” 
The resulting interview made 
Hal reluctant to give up his $125 
a week post to take on a $25 copy 
job. Ruthrauff then offered to dou- 
ble the $25 in six months. Con- 
vinced he’d make good, Hal ac- 
cepted. As it turned out, he was 
making $100 a week in a year and 
$165 in five years. 

Hal jumped to Lord & Thomas at 
the age of 28 to accept a $10,000 a 
year copywriting offer. But the 
jump was the last bit of activity 
he was to engage in for six months. 
The days and the weeks rolled by 
and he sat idly at his desk. No as- 
signments came his way. “I was be- 
ginning to wonder why they had 
hired me,” he recollects. But the 
day he decided to quit, things be- 
gan to happen. 


a That was the day Lucky 
Strike’s George Washington Hill 
roared into Lord & Thomas in 
search of a new idea. Hill wanted 
everybody in the agency to sit 
down and write a series of 24 ads 
When Hill selected 23 of the 2 
ads written by Halpern around 
the theme “Precious Voices” of 
opera stars, the young copywriter 
was immediately assigned to the 
account. Within a year, Hal was 
made head of the agency’s crea 
tive department. 

The ten years Hal spent @ 
Lucky Strike were hectic. Hé 
worked so hard it was necessary 
for him to take six- to eight-week 
vacations to stave off complete col 
lapse. But they were memorable 
years, too, he says. 

Hal still has the memos with 
which Mr. Hill periodically 
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pombarded him. Attached to one 
memo, he recalls, was an obit of 
Artist John Livingston Bull, who 
drew animal pictures. Alongside 
was a newspaper reproduction of 
a Bull-drawn lion. The memo said 
simply: “Halpern—Can you do 
anything with this?” 

Hal could. He studied the obit 
and the artist’s lion. He pored over 
them, sweated over them. Finally 
he came up with: “Nature in the 
raw is seldom mild—and raw tob- 
accos have no place in a cigaret.” 

Later, at a time when Lord 
& Thomas felt itself in danger of 
losing the account, it was Hal who 
saved the day with “So round, so 
firm, so fully packed, so free and 
easy on the draw.” This triumph 
netted Hal a $10,000 bonus. 


s In 1930, when, as he puts it, the 
cigar industry was on its back, Hal 
was working on the Cremo cigar 
account. He made it his business to 
find out how cigars are made and 
discovered they are rolled by hand 
and the ends moistened with sa- 
liva as a binder. The upshot: “Spit 
is a horrid word—but worse on the 
end of your cigar.” According to 
Hal, sales of Cremo went “from 
practically nothing to several mil- 
lion a day.” 

After surviving four presidents 
at L&T, Hal, then 38, quit to find 
“a more even job.” He went into 
partnership with L. H. Hartman, 
becoming executive vice-president 
of the agency. Among the more in- 
teresting accounts, he remembers, 
were Gordon’s gin and Black & 
White Scotch. 

For the gin he coined: “Drinks 
never taste thin with Gordon’s 
Gin.” For the Scotch he dreamed 
up the black and white scotties 
which, ever since, have identified 
the product. 

In May, 1949, Hal went with 
William H. Weintraub & Co. to 
take charge of the creative depart- 
ment. “I worked there for nine 
months,” he says. “Actually, about 
nine years’ work went into those 
months, but I loved it.” It was 
with Weintraub that Hal created 
the “anatomic design” idea for 
the Kaiser car. Last reports indi- 
cated a 258% increase on Kaiser 
sales over 1949. 

Hal has been affiliated with 
Pres-A-Lite since 1946. Until re- 
cently, it was more or less a side- 
line business with him. But Pres- 
A-Lite takes all his time now that 
he’s president (AA, July 10). All 
his time, that is, except that por- 
tion devoted to the Weintraub 
plans board. 


a Soft-spoken Hal’s mild eyes 
light up when he discusses the ad- 
vertising business today. “The 
trouble is that the business is full 
of career men, guys who think it’s 
a snap. Nice, bright guys who 
think it’s an elegant career.” 

He insists the advertising men 
entrusted with the spending don’t 
know about economics, finance, 
accounting or manufacturing pro- 
cedure. “Advertising men pride 
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themselves on being grammatical. 
But they don’t know beans from 
buttons about the things they 
should know. Is it any wonder 
there’s so much waste in this busi- 
ness?” Weeding out the career 
men, he maintains, will put ad- 
vertising on a really sound basis. 

Hal’s advice to copywriters is: 

“Be studious and analytical. Dig 
into a problem. Remember an ad- 
vertising man has to love people 
to believe in them, to think they 
are intelligent. Then you can sell 
to them as human beings. That’s 
the difference between dry-as-dust 
copy and real, warm copy. 

“Try to be a sound thinker in- 
stead of a word artist. Always re- 
member this: If it were possible 
to find a really good business man 
with a flair for copywriting, it 
would be a marvelous day for ad- 
vertising.” 


Sales Executives Elect 


Len T. Thomasma, assistant gen- 
eral sales manager of the Todd Co., 


Rochester, N. Y., has been elected 
president of the Rochester Sales 
Executives Club. Other new of- 
ficers are: Edwin G. Bauer, Na- 
tional Cash Register Co., 1st vice- 
president; Andrew C. Freimann, 
Delco Appliance Division of Gen- 
eral Motors Corp., 2nd vice-presi- 
dent, and Austin L. Miller, Inter- 
national Business Machines, treas- 
urer. 


General Motors Ups Gordon 


John F. Gordon, formerly vice- 
president of General Motors Corp., 
Detroit, and general manager of 
Cadillac Motor Car division, has 
been appointed vice-president of 
GM in charge of the engineering 
staff. He replaces James M. Craw- 
ford, who is on a leave of absence. 
Don E. Ahrens, formerly general 
sales manager of Cadillac division, 
succeeds Mr. Gordon as general 
manager of the division. 


Cosmopulos Joins Agency 

Stephen Cosmopulos has been 
appointed art director of Denham 
& Betteridge, Detroit agency. 


Popular Appoints Robson 


49 


To Pictosound Productions 
Popular Publications, New York,| Theo. T. Shargel, formerly art 
has named Walt Robson, formerly | director of N. C. Greenfield Inc., 
assistant promotion manager, as' New York, has joined Pictosound 
promotion manager of Argosy and | Productions Studios, St. Louis, as 
the Popular Fiction Group. art director and animator for TV. 
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U. S. CENSUS, 1950, PRELIMINARY, CITY POPULATION 


MONTGOMERY, ALABAMA 
METROPOLITAN MONTGOMERY, 138,129 


% 35.3+ PERCENT INCREASE IN 
CITY SINCE 1940 

te 24.2+ PERCENT INCREASE IN 

CITY AND COUNTY SINCE 1940 

FOR MORE DETAILS ON ALABAMA'S 


CAPITAL CITY AND CAPITAL MARKET ASK 
KELLY SMITH COMPANY 


surest ways... 


Like to see case histories of successful promotions of 
HOLIDAY- advertised products in your own field? Write 
to HOLIDAY, Independence Square, Philadelphia 5, Pa. 


to build sales... 
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. episodes, incidents, and events go Harnett Joins ‘Quick’ 
: ‘3 : 4 ae far beyond the mere adorning of a) Joe] w. Harnett, formerly m NE 
CLCe 2*. Cnr er bedroom tale, or the furnishing of| chandising manager of the J 
5 ; A 4 a basis for a silly so-called satire,| Publishing Co., has joined ie 
‘ farce, or melodrama. Cowles Magazines, New York, Hii 
This department is a reader’s forum. Letters are welcome. - na, The book obviously was written | handle advertising promotion 
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One answer would be to use public | several prizes for the best Christ- . or ae °° ¢ e a 
service announcements to override | mas advertising of 1949, including | Sell?, Reader Wants to Know verti 
these “freezes.” Page the Adver-|its nomination by Eastman Kodak ‘ , : 
tising Council. 8 as sponsor of the best Kodachrome| T° the Editor, attention The a ? fe pains 
Seite: 4 pinnae ad of the year.” This information |Creative Man: Look at the en- P “Ur 
Davis Advertising A gency was given AA by Grey Advertis- closed ad from the July issue of| To the Editor: The list of Cen- news| 
Scainvilte. , ing Agency, which handles Prince Good Housekeeping and let me|sus Bureau city populations in and p 
Gardner. Mr. Jaccaci is correct in know if you can figure out what your issue of July 3 ranked At- says, 
—— asserting that Kodak sponsors no|'t is selling. lantic City 28th, with 302,288 in BILL essent 
moe pratense Who is the Kirby man? What| 1940. 2 comin 
Kodak Sponsors No Awards does he sell? How can he help the| Now I seldom read ADVERTISING A grains 
To the Editor: There is an error, ° . - = or the census and have never COX ’ ‘sever 
and one of some importance to the een in Atlantic City. matis: 
Eastman Kodak Co., in your story Gets Look at AA Subscribers / But John Miller, one of this Advertising Manager : ed to 
attached, (“Prince Gardner Uses| To the Editor: We have received F Your Door: agency’s newer and brighter col- Steubenville (Ohio) Heraid-Star equiv 
New Layout Technique in $200,000 | this morning another batch of re- Gooo News Al leagues, didn’t like your data. And tablet 
Magazine Drive Next Fall,” AA,|quests for our publication, Spot sure enough, our copy of the 1940 
June 19.) Radio Estimator. OTE, TRS Grae MANE census says Atlantic City’s pop- Who's worrying about s Pru 
If you look at the last paragraph,} Considering the fact that this ulation was 64,094, and metropoli- the Coneus Man? Pharn 
you will see that Kodak is credited | book was widely distributed to ad- tan area population was 100,096. Boogie- princi 
with sponsoring the best Koda-|vertisers and advertising agencies Even Sales Management, Jan. 1, A lot of towns and cities ang [@™5. 
chrome ad of the year. at the time of publication, and 1950, estimate doesn’t go over 69,- pretty upset about their censyg bout 
As Kodak’s agency, we would|even though you carried only a 700 and 136,700, respectively. figures. Wanta argue —wantsg Granc 
like to bring to your attention that|short paragraph buried in a list What copy of the census do you recount—etcetera. But anyom§ Fargo 
Kodak doesn’t sponsor the best!of available market data, we are use? who's been watching nationl§ Cincir 
JAMES WITHERELL, trends during the past 10 yean§ Madis 
Russel M. Seeds Co., Chicago. eee partediesty Coa as 
Standard Bureau of the Census there “ene been unavoidakg 2*@d¢ 
material is preferred, but AA shifts in which some areag °™D! 
proved in this instance that it can gained, and others lost. cal Ci 
ais tail ir ahaa etait juggle a name as well as the next If you are planning a Acc 
. WwW « bangs 40 the Be aes poe ha wn one. Atlanta has the 302,288 fig- campaign, or a regular ber 0: 
rh tlecaaape aaa NMR, SFY ure. ule, here is one town where § as Wi 
wer ond place to che Korby Mam when it comes ca caking deusdgery gaged 
wee LASS a aa for rh 
Se or You Ought to See has p 
rin fire Wrigley Used Transit ieauatning bate v 
Venders, Reader Remembers eit vertis 
To the Editor: Re: question of We're getting to be one of thg ural c 
Maggi O’Connor McCahill (Voice, best rootin - tootin commut#§ the F° 
July 3). — ee Cove * Hom and d 
coe = mga rg bones _To my knowledge Quick was the eee greet pes A va a 
Qe ee ee a ws em 4oeE)- first and only one to sell a pub- where aman can grow som n 
Reninenion ter she Marien Howe we “= | lication on the transit lines. But fl d d Rux ¢ 
owers, and grass, and eve 
not to sell merchandise of any have a garden ... and at th formu 
modern home-maker? kind. same time live within a stonesg WS ! 
From the friendly attitude of the m oy Ped "25 you could buy a by A IT i _ 
children, the man seems to indicate | Wrigley’s from vending machines ‘pigere wr: 
a father rather than a salesman.|°" the street cars in Dallas, Tex. a te pd to an 
I believe this ad reaches a new low ' Gus D. Etprince, tail towns in the 35,000 to 4; iain 
in poor copywriting. Anabolic Food Products Inc., 000 population bracket there# pe 
Martin J. SMITH, Glendale, Cal. pcm 
R. H. Brody Co. Inc., Stevens - bony 
Point, Wis. " ° And Our Circulation? any tl 
ot gon Challenges Harry Serwer ‘idea ake noanf i o 
o the Editor: Have we a “fif . 
Pacific Citrus Products column” in our midst? ge 7 ke apg em ab = “Pr 
: Dec. 31st Audit B f Cir | 
Is Her Entrepreneur quote from Harry Serwer’s bullet- Cpe. ot Sa ot ef aan a 
To the Editor: As a regular|in, “Common Sense in Commerce,” ” | ose 
reader of ADVERTISING AGE I noted that seems to upset the good old With that kind of covera dane 
in your June 5, 1950, issue a very| theory that the consumer does not how can you miss . .. Ca rind 
interesting shot of the “Lemon|Pay for advertising, because ad- oe ee Pi en 
Girl” on Page 62. vertising increases volume, brings ; , : a 
Would you please arrange to|™ass production, cuts the retail ae ee Se, Se —_ 
send me a good print or reproduc- | Price. NBBS 
tion of this photo, which I under-| Says the bulletin: “...the public ti 
stand is still available. has given evidence of preferring OUR 7 PAPERS hn. 
Tuomas S. Ns, the branded item at a few cents re 
eaten ry more than nonbranded competition. © Chltten (emi) ReresiTeRY lid. 
. We’ve seen it in cotton fabrics @ STEUBENVILLE (OHIO) HERALD-STAR 7" 
. . 7 selling for as much as 20¢ per @ SALISBURY (MD.) TIMES at Ad 
yard more than chain price, and These 3 represented by iin ae 
Praises Novel on Advertising |not one whit better. We’ve seen Story, Brooks & Finley, Inc. i e of 
To the Editor: I know, of course,| branded shirts outsell better un- © MARION (OHIO) STAR i. int 
that reviewing of fiction as such} branded shirts in the same inde- © EAST LIVERPOOL (OHIO) REVIEW pel ‘ 
has no place in the pages of Ap-| pendent store at 75¢ more.” © PORTSMOUTH (OHIO) TIMES ¥ es 
VERTISING AGE. I would like, how-| Have my reasoning powers de- f ! vertisi: 
ever, to call your attention to a/|teriorated with age, or is Mr. Ser- © SALEM (ONO) NEWS * te 
4 48 novel which has greatly interested | wer saying that the customer paid These 4 represented by — 
me, and should, I think, be more|20¢ a yard for the advertising that John W. Cullen Company - he 
widely known to the advertising| built the brand acceptance, and mee 
profession. 75¢ per shirt? A better shirt, the mi 
This novel, “The Steed Success” | unbranded one, you notice. So, be- ld tem om 
i THE LOUISVI LLE TIMES by William Lobell, concerns itself |sides the extra 75¢, the customer RUSHMO Pee 
: to a large extent with advertising. gg paid something in lost quali- 8 ; pies ; 
: Dealing with the life of Oscar |ty. RS “0 
Owners and operators of Radio Station WHAS and Television Station WHAS- TV Carlsen, a salesman who rises from What gives, sir? NE TAY PAPE, a 
a delicatessen store clerkship to CHARLIE MacDERMUT, OF oo a, 
the chieftainship of a fabulously} Editor, Photographic Trade : 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY successful advertising agency, the' News, 
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* done those who are thus encour- 
NBBB Bulletin aged to forego proper medical at- 
a tention from the very beginning.” 
ad ft s 
ork its at Pruvo Schlenker Joins BofA 
on Charles F. Schlenker, formerly ——— 
ition, an account executive at J. M. ——— 
Newspaper Ads —ietesine,sier.ciersy is ones 
e eastern sales staff of Bureau o: 
Advertising, American Newspa- Business 
New York, July 18—National|Per Publishers Assn. sonal 
Better Business Bureau has de- R at 
dared that Pruvo, marketed as a| Rawson Joins Agency Network In Ss 
remedy for arthritis, rheumatism Charles Rawson & Associates, chine 
and neuritis, “is no more effective = 3 — Bensoe edhy, Aidt Ma 
than plain aspirin. tising Agency Network, and will . 9 
In a bulletin devoted to alleged represent the network in the er 
misrepresentations made in Pruvo| .outheastern area. . Co { 
advertisements, NBBB said that, ke 
“according to medical authorities Trailmobile Names Burns Bac 50 
ims, waniaa te tamoaenry aint Trailmobile Co. Cincinnati, in 19 
4 : : truck-trailer manufacturer, has 
partial oy of minor aches and appointed W. A. Burns Jr. as vice- 
ins and fever.” ; 2 tigi - 
Taablushingly pitetaved” te president and sales manager. 
newspaper advertisements to sulfa 
and penicillin,” the NBBB bulletin aren apge er cogpn Cincinnati — 
says, “each Pruvo tablet consists) , ency, has moved to new quarters 
essentially of 4 grains of plain, in the Ingalls Bldg 
common, ordinary aspirin and 3 ‘ 
grains of calcium succinate. In 
‘severe cases of arthritis or rheu- 
matism,’ users have been instruct- 
; ed to take 24 tablets a day—the 
- equivalent of 20 ordinary aspirin 
tablets.” 
f h ive ind ial audi 
wut | #Pruvo is marketed by Pruvo you want fo reach a receptive industrial audience 
Pharmacal Co., Milwaukee, the 
lan? principal of which is Harry L. Wil- 
ties ang liams. Newspaper ads were placed 
‘censyg about a year ago in Milwaukee, 
San] Son "pis bnv aa THE MONTHLY MAGAZINE FOR 
anyon§ Fargo, New Orleans, Boston and 
1atiom/§ Cincinnati, through R. L. Kulzick, 
0 yean§ Madison, Wis. : 
ing }.. On last May 31, the Federal 
ME Weiner covinsr Prove Passes: EXECUTIVES IN INDUSTRY 
, aren complaint against Pruvo Pharma- 
cal Co., Harry L. Williams, et al. 
a According to NBBB, “for a num- 
ber of years Williams has traded 
here as Williams SLK Laboratories, en- 
gaged in marketing Rux compound 
for rheumatism. As a side-line he . baie. ° 7 - 
has promoted Williams anti-gray Circulation is important but advertisers be receptive to your advertising. They | 
j i = . . . f 
Sui Gr octane the aniaiaal oeb- know that it is interested readers that are thorough readers, too. A recent 
» of th ural color of hair. On Dec. 6, 1946, : C 
CE I ane on onion be osene really count. If you want to talk busi survey shows the average subscriber 
Home§ and desist against Williams SLK ness to manufacturers, you must do it spends two hours and thirty-four min- 
up ali Laboratories based on false, mis- : pags ‘ 
Be leding and deceptive claims for at a time when they are thinking about utes each month reading Modern In- 
‘= Hiiedin, un irctiant laxative which lifting sales curves, increasing produc- dustry. And the fact that Modern Indus- 
‘ WwW; o * . . . * 
ees ee ee ai Basar tion or developing new products . . . try is the fastest growing executive 
sons it ; when they are interested and looking publication is evidence of its increasing 
ye whi a“Like Pruvo,” the NBBB says, y 
est 1 “Rux compound was a salicylate for ideas. acceptance by top management... 
Redes preparation and the advertiser was th that k infl 
prohibited. from claiming that it You have but to glance through e@ group that makes or intivences 
constituted a proved method for buying decisions. 
relieving rheumatic pains, or had Modern Industry to see that it is the 
? any therapeutic value in the re- i » : 
20,38 we of pain ia excess of providing only magazine serving executives It is no wonder that more and more 
mporary relie minor pain.” P P ° \Aaipe P P ° ° 
“a _ onal pom be to Ny repre- which devotes its entire editorial effort industrial advertisers are turning to 
a omega dA eee eee to practical industrial problems. Mod- = Modern Industry, the monthly maga- 
yerageg Of Economic survival and adver- ern Industry readers are interested in zine for executives in industry, for 
Cc tising claims for the product were 
ow thf patterned after those of its pred- their businesses and business problems economical and effective coverage of 
ll. ecessors. Compared to the claims : ‘ Mee P s 
me. for Pruvo emblazoned in full-page ... their minds are pre-conditioned to the industrial market. 
newspaper advertisements,” the 
NBBB says, “the misrepresenta- 
’ tions already prohibited in the 
case of Rux compound were pal- OE Atl Gia ES 
lid.” M ode 
r be Modern Ind 
‘Advertising which _encourages SARI 
. 80 unscientific and dangerous a PESTON op Sit Hi: bes Sw peice 7 renames " Me Oh 
es line of conduct is not in the pub- : eee, srtacas ansune costs [AED | “er hs ; 
lic interest and the NBBB repeats Z 
a the recommendation which it of 
vi makes in ‘Do’s and Don’ts in Ad- total E 
vestising Copy,’ its looseleaf serv- a es 
ce to advertisers, advertising 7 - . e] n * 
agencies and media.” a distr tbution : 
ry The gist of its specific recom- _ A J 
méendation in this connection is as 4 


follows: “Although there are prep- 
arations which may afford limited 

mporary relief from _ painful 
Symptoms of arthritis in some 
Cases, NBBB recommends that no 
Product be advertised for such 
Purposes. The possible benefit of- 
fered is far outweighed by the ir- 
Teparable injury which may be 
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TV Study Shows 
Second Graders 
Are Ardent Fans 


But Preference for TV 
Over Radio Drops from 
Second to Eighth Grade 


Evanston, ILu., July 19—Chil- 
dren in the second grade are 
among television’s most ardent 
fans, but the percentage of grade 
school children preferring TV to 
radio drops sharply between the 
second grade and eighth grade. 

Figures on the preference for TV 
over radio are contained in the 
report of a survey of 2,100 Evans- 
ton grade school pupils. The study 
was supervised by Prof. Paul Wit- 
ty, Northwestern University pro- 
fessor of education. 


Peg your 
sales volume 
higher with 


THE CHRISTIAN SCIENCE MONITOR commands the respect and retains the 
loyalty of its readers because of its accuracy in world reporting and the 


reliability of its advertising. 


The MONITOR has the depth of penetration that gets underneath the surface 


interest of its readers 


right into where the sales action starts. The addition 


of this great newspaper to a media list has often made it possible for a sales 
manager to peg his year’s sales volume substantially higher. 

MONITOR readers, beyond all other groups, ask for branded merchandise by 
name. Then, too, the ‘‘spendable income’’ — money available for construc- 
tive spending — is decidedly above average in a MONITOR family. They prefer 


to spend this on products advertised in the MONITOR. 


Peg your sales volume higher by backing it with a planned program of 


MONITOR advertising 
News, Advertising, 


- tailor-made to your needs. 
THE CHRISTIAN SCIENCE MONITOR, One, Norway Street, Boston 15, Mass. 


Readership hate SPEAKING OF DEPTH OF PENETRATION, HERE IS WHAT ONE ADVERTISER 
Devoted to Building a says: “We have used the Monitor for fifteen years, and we are going to 
Better Civilization keep on using it because it offers the most responsive of all markets; also 


because we believe it to be the highest quality single market among all 


the publications we use.” 


The CHRISTIAN 
SCIENCE 


MONITOR 


International Daily Newspaper 


Listen every Tuesday night to 
“THE CHRISTIAN SCIENCE MONITOR VIEWS THE NEWS” 
with Erwin D. Canham, Editor, over the ABC network 


Branch Offices 


NEW YORK: 588 Fifth Avenue 
CHICAGO: 333 N. Michigan Avenue 
DETROIT: 3-101 General Motors Building 
KANSAS CITY: 1002 Walnut Street 
SAN FRANCISCO: 625 Market Street 
LOS ANGELES: 650 S. Grand Avenue 
SEATTLE: 824 Skinner Building 
PARIS: 56 Faubourg Saint Honore 
LONDON, W.C. 2: Connaught House, 
163/4 Strand 
GENEVA: 28 Rue du Cendrier 
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The data shows: 
Have TV Prefer Ty 


Set at Home to Radig 
Kindergarten 471% 82% 
First grade 41% 90% 
Second grade 51% 98% 
Third grade 45% 84% 
Fourth grade 39% 66% 
Fifth grade 39% 13% 
Sixth grade 43% 73% 
Seventh grade 39% 62% 
Eighth grade 41% 51% 


= Questionnaires were filled out 
by all children in the second grade 
or above, while interviews ang 
oral questions were used to obtaip 
data from pupils in kindergarte, 
and the first grade. 

About 43% of all respondent 
said that they have TV sets ip 
their homes. In homes with video 
receivers, the average student 
spends 3.12 hours daily watching 
television. Pupils who do not have 
TV sets in their homes spend al- 
most half as much time (1.69 
hours) watching the video screen, 

An average of 30% of the pupils 
believe that television is an aid¢ 
in doing homework, but 67% fee 
TV “does not help” in completing 
assignments at home. 


s Prof. Witty’s survey also sought 
the opinions of teachers regarding 
television. About 48% voice dis 
satisfaction with TV generally; 
27% feel that the medium needs 
some improvement, and 25% have 
no opinion. 

As might be expected, the ma- 
jor criticisms levied against TV 
by teachers are the dearth of ed- 
ucational programs and “gory, 
thrill-laden presentations.” 

In addition to the questionnaires 
from pupils and their teachers, the 
study also included more than 1, 
700 replies from parents of the 
children. 

Among the set-owners (who 
average 3% hours daily in view- 
ing), 55% approve children’s pro- 
grams; 25% approve of certain 
programs only, and 13% do not ap- 
prove of programs offered chil- 
dren. The remaining 7% are un- 
decided or have no opinion. 


@ Only 16% of non-owners (who 
average three hours of teleview- 
ing weekly) approve of children’s 
programs; 6% disapprove and 78% 
are undecided. 

The list of programs approved 
by parents for their children is 
headed by “Howdy Doody,” “Kuk- 
la, Fran & Ollie,” “Super Circus,” 
“Zoo Parade” and “Hopalong Cas- 
sidy,” although more than 100 pro- 
grams were listed. 

Parents strongly disapproved ol 
“whodunits” presented in the eve 
ning, including “Suspense” and 
“Lights Out.” Among the juvenile 
shows, “Lucky Pup” and “Hopa- 
long Cassidy” incurred the greatest 
parental disfavor. 

And among the children them- 
selves, “Hopalong Cassidy” was 
the most favored show, with 
“Howdy Doody” second; “Lone 
Ranger” third; Milton Berle fourth, 
and Arthur Godfrey fifth. 


Cory Snow Agency Appointed 

Cory Snow Inc., Boston, has been 
named to handle the advertising 
and public relations of C. G. & 
Laboratories, Stamford, Conn, 
manufacturer of electronic devices 
and Rp measuring equip 
ment. 


Names Ramey Art Director 

Virginia Fleetwood Ramey, fort- 
merly with Tempo Inc. Studios, 
Hoskinson & Rholoff, Carson Pit- 
ie Scott & Co., and Stubbs & Mont- 
gomery, has joined Practical Home 
Economics, New York, as art di 
rector. 
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Te nS 


To Hoard or Not to Hoard-Retail 
Ads Plug Conflicting Arguments 


(Continued from Page 1) 
counters are bulging with mer- 
chandise. In many, many lines 
there’s a surplus.” 

« |, We're neither military nor 
political experts,” the ad went on, 
“nor do we possess any crystal 
ball: but we believe, based on such 
knowledge as we do have, that any 
talk of genuine shortages is non- 
sense—and dangerous nonsense.” 

Several days ago, the Newark 
distributor for Capehart television 
sets, Mytelka & Rose (Levy Adver- 
tising Agency) started using the 
scarcity approach in its radio ad- 
vertising. 

Listeners to Capehart-sponsored 
programs on WAAT, Newark, and 
WPAT, Paterson, were told: “By 
the way, here’s some advance news. 
If you want television, you’d bet- 
ter get it now. There’s going to be 
a réal shortage of sets this fall and 
you may have a good long wait for 
delivery unless you get it now.” 


s Or in a similar vein: “This fall 
there’s going to be an acute short- 
age of television sets. New televi- 
sion areas are being opened so 
rapidly that supplies in the East 
will be short this fall. Naturally 
the best television wil be the most 
wanted. That means Capehart tele- 
vision, the incomparable Capehart, 
backed by International Telephone 
& Telegraph, one of the largest 
companies in the world. Why, the 
United States government itself has 
depended upon the vast facilities 
of IT&T and now that very same 
company offers you the finest tele- 
vision set ever made. Now, if you 
want a television set, do something 
about it before the shortage.” 

Arthur Godfrey, a man who has 
been credited with having a great 
deal of influence with a great many 
people, last week called on his ra- 
dio (CBS) and television audiences 
“to keep both feet on the ground” 
and thereby help to stem any buy- 
ing sprees which might create ar- 
tificial scarcities. He asked his lis- 
teners to help themselves and their 
country by buying only what they 
need and behaving in as normal 
fashion as possible. 


s Besides nylon, sheets and sugar, 
the most sought items seemed to 
be automobiles. The Wall Street 
Journal found the car market 
drum-tight in a ten-city check. 
During the week, more companies 
jacked up the price of tires 5%— 
and in Long Island a filling station 
owner cast a disparaging eye at an 
AA reporter’s balding tires, and 
said confidentially, ““You’d better 
get a new set of tires for this load. 
I ain’t gettin’ any replacements 
how—we’ll be back to bootleggin’ 
tires any day.” 


® Scotch whisky was on allocation 
from exporters in New York, but 
in Baltimore officials of Calvert 
Distilling Co. saw no possibility of 
allocations of domestic whisky, and 
pointed out that stocks totaled 
637,409,725 gallons more than in 
1941, and ample “unless panic buy- 
ing develops.” 

Surprisingly, stores continued 
their planned sales. In New York, 
charge account customers were be- 
Ing notified of the bargains in Au- 
8ust white sales, which department 
stores would offer them. In spite of 
the flurry to buy shoes, store after 
store was marking down its sum- 
mer stock. In Washington, despite 
the apprehension over the conver- 
Sion of electronics manufactures, a 
reporter was able to buy a 12%” 
Hallicrafters TV set for $88. 


® Elsewhere on the “searcity” 
t last week: 


In the department store and va- 


riety store fields, increased buying 
during the week included such ar- 
ticles as sheets, pillow cases, and 
towels, in addition to television, 
radio sets, and hosiery. One New 
York department store executive, 
who refused to allow his name to 
be used, told AA that “there is a 
definite shortage already in the lo- 
cal market of hosiery, sheets and 
other white goods lines.” 

Some manufacturers’ represent- 
atives and jobbers are said to be 
taking advantage of the present 
situation by urging buyers to order 
now before shortages become more 
acute and higher prices become ef- 
fective. Buyers are finding it diffi- 
cult to resist this pressure. 


ws As for soaps and detergents, a 
spokesman for Lever Bros. Co., 
although admitting increased re- 
tail sales, said that supplies are 
plentiful. According to a report in 
the New York Times, “production 
of synthetic detergents is expected 
to reach 1 billion lbs. this year 
compared with virtually nothing 
four years ago.” Fats and tallow 
are reported in adequate supply. 


s Many manufacturers of nylon 
hosiery are reported to have with- 
drawn their lines pending a study 
of dealer allocation plans that have 
been proposed by factors in the 
trade. 

The major efforts of would-be 
hoarders during the week in the 
New York market areas were con- 
centrated on sugar, coffee and 
canned meats. One local associa- 
tion of food dealers is considering 
the possibility of instituting a sys- 
tem of voluntary rationing. Sugar 
supplies are said to be abundant, 
but some stores are finding it diffi- 
cult to keep stock on their shelves. 

W. F. Williamson, executive vice- 
president of the National Coffee 
Assn., declared there is no possi- 
— of coffee being in short sup- 
ply. 


ws Iron Age, in its July 20 issue, 
reports a wave of inventory buy- 
ing for such varied commodities 
as metals, rubber, paper and chem- 
icals. Activity in nonferrous metals 
has been particularly heavy during 
the past week, the magazine re- 
ports. 

The toughest decision, of course, 
lay with those companies whose 
products were being bought fran- 
tically by wholesalers and retail- 
ers (“WHOLESALERS SWAMPED WITH 
ScarE BuyInc,” said the New York 
Grocer Graphic headline). 

The management of these com- 
panies had to decide (1) whether 
to allocate to distributors, thus bal- 
ancing their warehousing and pro- 
duction schedules, (2) what their 
competition would probably do, 
and (3) if they went on allocation 
and their competition did not, 
whether the retail outlets would be 
loaded with their competitors’ 
products after the scare buying 
stopped. 


DICHTER SAYS HOARDING 
SPREE MAY COMMENCE 


New York, July 20—A wide- 
spread hoarding spree will get 
under way in this country if and 
when government officials or busi- 
ness leaders make some move or 
statement that the public can in- 
terpret as flashing the green light. 

This opinion was given by Dr. 
Ernest Dichter, psychological con- 
sultant to ad agencies, in the first 
issue of his new monthly bulletin. 
titled “Behind the Trends.” The 
bulletin, intended for advertisers 
and mass information media, will 
analyze psychological reasons for 
changes in consumer habits. 
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DISTRICT FIGHT—Page ads like this are being run in all Washington newspapers by 

the Maryland & Virginia Milk Producers Assn., via Hill & Knowlton, as the pro- 

ducers battle with Washington dairies over proposed changes in the District of 

Columbia milk regulations. Independents’ ads charge existing health codes enable 
producers to monopolize the district’s milk supply. 


Paitern of New 
Controls Begins 
to Take Shape 


(Continued from Page 1) 
cluding such items as steel, copper, 
lead, and forest products. 

Current planning assumes a long 
preparedness program, covering 
several years of international stale- 
mate. 


s In a nutshell, the administration 
says such a stalemate must be han- 
dled in two stages: 

First, by tightening our belts in 
order to begin immediate produc- 
tion of the weapons necessary to 
strengthen military forces in Korea 
and in other threatened areas. 

Second, through a general ex- 
pansion of productive facilities, 
which will enable us to maintain 
our strength and, at the same time, 
regain our customary standard of 
living. : 

Tightening of mortgage credit 
and installment credit is supposed 
to stop the boom in housing, ap- 
pliances and automobiles, and re- 
lease manpower and materials for 
the military programs. 


a In the weeks ahead, there will 
inevitably be disagreement over 
some of the actions that are to be 
taken. Many members of industry 
and Congress feel compulsory con- 
trols should be avoided, and many 
members of some industries will 
disagree with plans to expand pro- 
ductive capacity. 

Some of the support for volun- 
tary allocations disappeared when 
the scope of the program became 
known Wednesday. 

To appreciate the problem ahead 
in basic materials, it is important 
to remember that the present 
peacetime economy is chewing up 
all that is currently available. On 
top of that, the administration is 
calling for a substantial industrial 
expansion program and stepped up 
stockpiling programs, both of which 
require large amounts of critical 


materials. 

An outline of the administra- 
tion’s industrial expansion pro- 
grams, considered by the Presi- 
dent’s Council of Economic Ad- 
visers, suggests a 10,000,000-ton in- 
crease in steel capacity. 


s Steel production already is 11,- 
000,000 tons over 1944, and the in- 
dustry is committed to another 
6,500,000-ton expansion by 1952. 

During the week, government 
officials were said to have asked 
Henry Kaiser to increase his Fon- 
tana, Cal., plant by 700,000 ingot 
tons annually, a 50% increase. 

When news of these discussions 
reached members of the steel in- 
dustry, they asked: 

“Where will they get the steel?” 


‘Family Circle’ Ups 
Rates, Circulation 


New York, July 20—Effective 
with its January, 1951, issue, Fam- 
ily Circle will boost its ABC guar- 
antee to 2,300,000 copies, a jump 
of 9.5% over the present 2,100,000 
guarantee. 

President P. K. Leberman also 
announced the following ad rates 
for 1951: $6,325 for a b&w page 
and $8,300 for a four-color page. 
This compares with the old fig- 
ures of $5,775 and $7,700, respec- 
tively. 

Mr. Leberman said the increased 
guarantee is based on a steady 
rise in Family Circle’s cash-and- 
carry circulation through ten lead- 
ing grocery chains. — 
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Get Ready, Admen! 
2nd ‘Cosmo-Quiz’ 
Will Start Soon 


New York, July 20—Among 
those catering to admen’s taste for 
conspicuous expenditure is Cosmo- 
politan. When it inaugurated its 
Cosmo-Quiz last year, its top 
prize was a Chevrolet convertible. 
This year the top prize is a Cadil- 
lac convertible—1950 or ’51 model, 
at the winner’s discretion. 

The contest begins with Cosmo’s 
September issue. Winners will be 
announced Jan. 15. 

Designed to give advertising 
men and women a crack at enter- 
ing contests, and a thorough read- 
ing of the magazine (each of the 
three monthly quizzes is based on 
the current issue’s content), the 
contest offers $9,700 in prizes. Em- 
ployes of national advertisers and 
accredited advertising agencies— 
as well as their immediate fami- 
lies—are eligible to compete. 

Behind the Cadillac are the sec- 
ond prize of a two-week Bermuda 
vacation trip (valued at $1,300) 
and third prize of a Zenith TV- 
AM-phonograph combination. 


@ Each quiz consists of 15 ques- 
tions on the current issue, plus a 
25-word statement. Announce- 
ment ads will appear in the last 
August issue of ADVERTISING AGE, 
Printers’ Ink and Tide, and Sept. 1 
issue of Sales Management. 

Three top prizes and 300 runner- 
up prizes will be awarded each 
month. 

The monthly winners will be se- 
lected by the contest division of 
Richard Manville Research, New . 
York. Final winners, drawn from 
the nine monthly winners, will be 
selected by a jury to be selected by 
Harry M. Dunlap, Cosmopolitan 
publisher. 

Last year Edward Rollins, of R. 
J. Reynolds Tobacco Co., Winston- 
Salem, N. C., won first prize. Sec- 
ond prize, a $750 Lord & Taylor 
gift certificate, was won by F. H. 
Mihill, Cabell Eanes Advertising 
Agency, Richmond; and Grace 
Plant, General Mills, Minneapolis, 
won third prize—a $250 Saks-Fifth 
Ave. certificate. 

The contest attracted 2,326 en- 
tries last year. 

Donahue & Coe is the agency. 


WILLIAM D. NUGENT 


PLyMoutTH, Mass., July 20—Wil- 
iam D. Nugent, 72, co-founder and 
former vice-president and sales 
manager of Media Records, New 
York, died here at Plymouth hos- 
pital last night. He retired last 
year from Media Records after 28 
years of service. Previously he 
had been in the advertising de- 
partments of various New York 
and Philadelphia newspapers, and 
had served as advertising manager 
of the Boston Herald and Traveler. 


Schepp Rejoins CBS 


Rex Schepp has joined the west- 
ern sales office of Columbia Broad- 
casting System in Chicago. He was 
with WBBM and CBS as local 
sales manager until 1940 and then 
became general manager of WIRE, 
Indianapolis. Later he was presi- 
dent and principal owner of KPHO 
and KPHO-TV, Phoenix. 


National Nielsen Television Index 
Weeks of June 1-7 and 8-14, 1950 
All figures copyright by A. C. Nielsen Co. 


Program Popularity 


Homes 
Rank Program % 

1 Texaco Star Theater (NBC) ........ 61.7 

2 Godfrey's Talent Scouts (CBS, Lipton) 50.4 
3 Toast of the Town (CBS, Lincoln-Mer- 

OD «sn scbccereensscerresvess 42.4 

4 Philco TV Playhouse (NBC) ....... 37.5 

5 Fireside Theater (NBC, P&G) ....... 36.7 

6 Godfrey & Friends (CBS, Chesterfields) 35.9 

7 Lights Out (NBC, Admiral) ........ 35.4 

8 WM. Kane (NBC, U. S. Tobacco) ..... 32.7 

9 — Amateur Hour (NBC, Old 27 
Ee coedabsvedd dent rasocesce 

10 The Goldbergs (CBS, General Foods).. 32.7 


Audience Delivered 


Rank Program 

1 Texaco Star Theater (NBC) 

2 Toast of the Town (CBS, Lincoln-Mer- 

cury) 
Philco TV Playhouse (NBC) 
Godfrey's Talent Scouts (CBS, Lipton) 1,877 
Godfrey & Friends (CBS, Chesterfields) 1,871 
M. Kane (NBC, U. S. Tobacco) y 
Stop the Music (ABC, Old Gold) .... 
Lone Ranger (ABC, General Mills) ... 1,531 
Lights Out (NBC, Admiral) 
Fireside Theater (NBC, P&G) 
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Hirsch Agency Changes Name 


Maurice Lionel Hirsch Co.,, St. 
Louis agency, has changed its 
name to Hirsch & Rutledge Inc. 
Maurice L. Hirsch is president and 
treasurer, and Granville Rutledge 
is executive vice-president. 


Appoints Morrison Agency 


Morrison Advertising, Milwau- 
kee, has been appointed to handle 


the advertising of United Mfg. & 
Service Co., Milwaukee, custom- 
engineered unilectric wiring sys- 
tems. 


Two Open Ad Art Studio 

I. V. Volper, Cleveland commer- 
cial artist, and Jerry Moss, Polish 
artist who came to Cleveland from 
Paris this year, have formed Vol- 
per-Moss Advertising Art, 7113 
Euclid Ave., Cleveland. 


THIS GIANT = 


§ SIX BILLION 


| FRESH FRUIT AND 


_ VEGETABLE INDUSTRY 


BUYS: 


TRACTORS 
CHEMICALS 
CONVEYORS 
PACKAGING 
RAILROAD FREIGHTING 
TRUCKING 

TELEPHONE SERVICE 
OFFICE EQUIPMENT 
PACKING HOUSE SUPPLIES 
HARVESTING MACHINERY 
CARS AND TRUCKS... 


Sell it with THE PACKER, weekly newspaper of the 
industry since 1893. Produce,—one of the few remaining Big 
Businesses where the owner does the actual buying. And the owners 
—commercial growers, shippers, brokers, or receivers—read THE 
Packer. The average subscriber has read it 16 years! Tue Packer 
has a 57 man staff in 47 produce centers to provide its readers with 
all the up-to-the-minute fresh fruit and vegetable news. They de- 
pend on it for vital trade information. Years of “Produce Offerings” 
advertising by the trade have made it a buying guide. Packer ad- 


vertising reaches the buyers, 
' handle 85% to 90% of the 


e 16,000 men who 
uit and vegetahle valime. 


The full story of this fascinating, fast moving business is in your 
PACKER media file. Send. for it. 


THE PACKER 


SECOND AND DELAWARE STREETS * KANSAS CITY 6, MISSOURI 


I am SRDS. When agencies and 
national advertisers want to know 
about you, they first call on me. 


I am in constant contact with the 
people of primary importance to 
you in every agency that handles 
national accounts. That holds for 
the important national advertisers, 
too, when they’re concerned with 
market and media selection. 

{ can get in my best licks for you 
at times when you have no other 
means of representation. At agency 
and agency-client media confer- 
ences, for instance; or whenever 
else market and media opportuni- 
ties are being appraised, lists made 
up or revised, publications or sta- 
tions added or cut off. 

It’s at such times that your pros- 
pects need reminding of what your 
representatives or your other pro- 
motion and advertising have told 
them. It’s at such times that ad- 
vertisers you’ve never even consid- 
ered as prospects may find you’ve 
got what they want. 

And that’s what I’ve got that you 
can’t find anywhere else—access to 
your prospects, known and un- 
known, at the points of decision 
when they want to know about you, 
when they’re looking for media in- 
formation, when they’re deciding 


MEDIA SELLING JOB WANTED 


Can Give Point-of-Decision Representation to 
Any Medium Used for National Advertising 


which particular media can do the 
best job of advertising their prod- 
ucts to the people most likely to buy. 
I represented 1,041 media and 
media organizations last year. 501 
of them used me exclusively as 
their publication advertising medi- 
um. I delivered the sales messages 
they put into Service-Ads near 
their regular listings in SRDS at 
nobody knows how many points of 
decision. I speeded up contracts. 
I saved cancellations. 

That’s not boasting. Just a state- 
ment of fact with plenty of sup- 
porting evidence. For instance, a 
radio station General Manager 
writes, “I didn’t expect such im- 
mediate results. One order equalled 
approximately four times the cost of 
the Service-Ad and another inquiry 
may mean considerably more.” 

I'd like to work for you. If you're 
listed in SRDS, I can help you 
sell more space or more time, and 
lower your cost of doing it. 

Just write me that you're interested 
in my proposition. 


SRDS 


Standard Rate & Data Service 
Walter E. Botthof, Publisher 

333 North Michi Ave., Chicago 1, Ill. 
New York — Los Angeles 


More Ad Dollars Needed As Output 
Soars, Johnson Tells Marketers 


(Continued from Page 1) 
he said. “Marketing in an expand- 
ing economy will require greater 
emphasis on reaching and influ- 
encing the consumer. 

“Consider this situation: 

“1, The consumer has greatly in- 
creased real purchasing power— 
1950 is 60% above 1940; 1955 could 
be double 1940. 

“2. His standard of living has 
lagged behind his productive abil- 
ity. 

“3. Discretionary spending power 
in 1950 is four times as great as 
in 1940. It could be five and a 
half times as great in 1955. 


s “4. The share of total disposable 
income that would be required to 
maintain a stable standard of liv- 
ing equivalent to 1940 for the basic 
items of food, clothing and shelter 
is far less than the prewar propor- 
tion—leaving a much larger pro- 
portion dependent upon the con- 
sumer’s discretion for spending al- 
location or saving. 

“5. Only through a substantial 
expansion in the standard of liv- 
ing can markets be great enough 
to absorb our production. This ex- 
pansion must come primarily 
through influencing the consumer 
in the use of his in¢reased dis- 
cretionary spending power. 

“In view of these potential ad- 
vances in living standards that de- 
pend on buying decisions to be 
made by consumers, how can any- 
one say that the prewar ratio of 
advertising to national income was 
adequate or that a lower ratio now 
could be justified? 


sw “It is a fact that expenditures 
for advertising during the post- 
war period of catching up with de- 
ferred demands have represented 
a smaller ratio to national income, 
disposable income, or retail sales 
than prewar. 

“Now, with marketing opportun- 
ities so much in excess of 1940, 
and with the task of encouraging 
substantial increases in the stand- 
ard of living on a broad scale, it 
would seem that former ratios 
should be discarded and advertis- 
ing plans set in relation to the 
profitable opportunity. In terms 
of individual products, the oppor- 
tunity for developing additional 
sales beyond the breakeven point 
may justify advertising pressure 
well above former fixed ratios. 


s “Also, in view of the increas- 
ing importance of influencing the 
consumer, the share of the total 


selling effort devoted to reaching 
the consumer direct should be ex- 
amined critically. 

“In 1940, major corporations pro- 
ducing consumer goods devoted 
only 30% of their total selling ex- 
penses to reaching the consumer 
through advertising—the other 
selling costs represented 70%. 
Now, the share of the selling bud- 
get devoted to influence the con- 
sumer before he enters the store 
is even less, because other selling 
costs have tended to increase more 
rapidly than advertising. And the 
same condition has been apparent 
in retail stores... 

“In view of the major increase 
in discretionary spending power, 
wouldn’t both the manufacturer 
and retailer profit by increasing 
considerably the share of his sell- 
ing effort directed to influencing 
the consumer? This change should 
be an essential part of marketing 
in an expanding economy.” 


s At last night’s banquet session 
of the three-day midsummer con- 
ference of the American Marketing 
Assn., Charles Luckman, former 
president of Lever Bros. Co., pro- 
posed a “Domestic Marshall Plan 
of Ideas” to operate within the 
American business system in order 
to eliminate the waste of business 
failures. “The principle,” he said, 
“is simple—let big business help 
small businesses to help them- 
selves.” 

“Perhaps one thing wrong with 
our country,” Mr. Luckman 
cracked, “is that it has too many 
wide open spaces—entirely sur- 
rounded by teeth. Too many people 
are developing the jabber jitters 
about bigness...The idea of 
breaking up a business, which by 
its own efforts and ingenuity has 
grown big, is based on a complete- 
ly fanciful and unrealistic concept. 
Our real problem and need are 
not to make big business smaller, 
but rather to make small business 
bigger!” 


s Pointing out that from 1944 
through 1948, 2,270,000 new busi- 
ness ventures were started, and 
during the same period 1,290,000 
business ventures failed, with a 
peak mortality rate of 93.9% in 
1948, Mr. Luckman asserted that 
small business is the backbone of 
the American economy, and that 
everything possible must be done 
to lessen the number of “going out 
of business” signs. 

“The only prerequisite for such 
an accomplishment,” he said, “is 
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the transference of know-how from 
the big to the little. This is th 
only mechanism by which we cay 
reduce the presently high mortal. 
ity rate of small business, which 
represents such a shameful log 
of time, effort and money... 

“With a wide diffusion of the 
tried and tested techniques of sel]. 
ing, advertising and merchandis. 
ing, we would see a fundamentgj 
strengthening of the millions 
small businesses which populate 
the crossroads of America. This 
in turn would do much to increage 
effective competition, and woul 
result in more independent enter. 
prises, striving more effectively 4 
provide goods and services 
people need. This would inde 
help us to build a strong and pro 
perous nation.” 

The job can be done, Mr. Luck. 
man said, declaring that the D 
partment of Agriculture has ; 
ready done it successfully in th 
farm field, as has the medical pro 
fession. As a “perfect instrumen: 
for leading in the work, he sug. 
gested the American Marketing 
Assn., because “you who live anj 
breathe selling, advertising an 
merchandising are ideally suite 
to the task.” 


w At the opening session of th 
conference Monday, Wroe Alder. 
son, Alderson & Sessions, Philadel 
phia, said that recently released 
census figures indicate three im- 
portant trends: (1) a leveling off 
of population, income and retail 
sales by regions, making the var- 
ious sections of the country some 
what more equal in these respects 
(2) the development of a plateau 
in distribution costs, so that these 
costs are no longer rising sharply, 
and (3) a maturing of metropolita 
markets, with consequent basi 
changes in the utilization of land 
within central areas. 
Paul Stewart of Stewart, 

gall & Associates, New York, point- 
ed out that basic changes in the 
economy are brought about by the 
rise in consumer real income (total 
personal income, in terms of 194 
dollars, is up 36% from that yea 
and disposable income is up 27%), 
and by the increase in spending 
units, represented by the forma 
tion of new family units. 


a At the Tuesday morning ses 
sion Raymond A. Robinson, dire 
tor of research, Crowell-Collia 
Publishing Co., reviewed his 


SIGNS OF LONG LIFE 
FOR QUANTITY BUYERS 


THE ARTKRAFT® SIGN Co 
Division of | 
Corporetio 


900 Kibby #i- Lime “a 


somerts tog. U.S. . 


Increase your New England Sales 


through Bim 


Here's the kind of advertising power you want for increasing sales of 


your product. 


New England Living is purchased every month by over 200,000 house- 
wives from more than 5,400 independent grocers. 


A complete merchandising plan in this great market is here for promotion 


of your product. 


Write or telephone for more information and complete list of stores who 
sell New England Living and your product. 


OVER THE COUNTER PUBLICATIONS 


10 Arlington Street 


Robert Edgell 
104 East 40th St., New York 17 
Telephone: MUrrayhill 9-7343 


Telephone: COpley 7-2846, 7-3658 


Boston 16, Mass. 


David Cox 
8 S. Dearborn St., Chicago 3 
Telephone: CEntral 6-4040 
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company’s annual automotive mar-| clubs at as many different schools. | Hewitt, Ogilvy Named 
keting study, and pointed out, + The organization also voted to Hewitt, Ogilvy, Benson & Math- 
among other things, that car own- | Th E d Ear D tm ni push its efforts to enroll more| er, New York, has been appointed 
ership and use varies tremendous- | e ye an epar e company memberships. There are| to handle public relations for the 
ly by city size and by geographical now 38 publishers, marketing re-| National Committee for a Free 
jocation, and that 14% of car — search organizations, advertising| E¥rope and Radio Free Europe. 
ers do their own repairing—“a fact agencies and others supporting the 
which suggests the possibility of It would be difficult to explain to a Hottentot—if one should work of the association through Wallace Joins Watts, P ayne a 
marketing packaged parts, with ever feel the urge to explain anything to a Hottentot—the dif- these company memberships, and wo on BA Dallas 
directions for installation.” He also ference between a vaudeville show and a revue. Both are es- || the AMA hopes to raise the num-| ,. aR 5 executive in Baa of 
pointed out that magazine adver- sentially a series of unrelated acts, some devoted to comedy, ber to approximately 200. industrial advertising. 
tising costs for automobiles range some to music. A degree of continuity is obtained in a revue, 
from $1.50 to $7.75 per car—a mi- however, that is lacking in vaudeville, through the re-appear- 
nute fraction of the total cost. ance of the same group of performers. Also, there is a noticeable 
Prof. David E. Faville, Gradu- lack of animal acts, acrobatic acts, and one-wheel bicyclists (or 
ate School of Business, Stanford monocyclists) in a revue. - - 4 
University, discussed variations in ; ; : eSececs eeesenees 
wholesale and retail market struc- The most important difference, however, seems to lie in a SSecesesesssssesecst 
tures, and Prof. George Mehren, slightly more adult approach in the revue. The material is more - SeSectetecstetetes 
University of California, discussed sophisticated, less obvious. Since the early success of the Milton Sesto tetetstoceteses 
price factors in the movement of Berle show, a goodly number of TV shows have tended to be -r-r-2- Setace 
goods and services. of the vaudeville or variety genre. Now comes Ford, however, ah - oS oS eatetatstnl 
with a summer replacement for Kay Kyser that is a full-fledged re: e2sss2s2 
s At the Monday luncheon, E. and well-done revue—the “Ford Star Revue,” featuring Jack +3 -=-=- =: ad 
Palmer Hoyt, publisher, Denver Haley, on NBC-TV, Thursday nights at 9 p.m., EDT. oe a soscses: ota tees 
Post, made an impassioned plea for The skits are well above the TV average in seasoned humor 
the dropping of isolationism and a and good theater. After the flood of broad and raucous vaude- ne 
forthright, down-to-earth ap- ville skits that TV has inflicted on its helpless listeners, the ee et 
proach to creating a peaceful “Ford Star Revue” hardly seems like a TV show. It is more like a = for -— a a ae ee 
world in which we can live. With- a front seat at a genuine Broadway performance. ‘Sa2e2e2e . Se 
out directly saying so, he indicated Roy Marshall again presents the main commercial—in his ®o°e2eto finer eater atetete*: 
his support for an expanded world- nearer tan , ie fi eae eo! eee eae a*: 
— s ‘ popular-scientific way of explaining the quality built into vari- °e°e%e*e' oe °%e*%e*%e*a*%e*e*:< 
wide information Program by the! ous Ford parts. This man Marshall has f talking sh "ssss=2-3 color ssssssssssseses: 
U. S., by pointing out that while . P aad - er > Ss vey mg shop ‘ere eo *e* eee aoa: 
poe that is both exciting and illuminating. He is extremely informal oe ea "eee e*e*a*e*: 
we are spending $18 billion for and his well-modulated voice and conversational deli i esescscs process Peseleleleseses: 
armaments, our “advertising” pro- : yeh gran dpe esfscscs Soest etetetece' 
to the world is running at welcome relief from announcers who bellow through an echo "o%e%e? > °e 2% e%e*%e%e*%e*%o' 
gan : me & chamber that “We dare them all!” -o- -* ®a*%e*%etalta* 
the rate of $18 million, which he baal > eee eo 
termed a ridiculous figure. The “Ford Star Revue,” in this reviewer’s opinion, is con- se s-se: 
“The fact is,” he said, “that the siderably better than the Kyser show and it is to be hoped that ose: 
Russians so far have defeated us it is not just a summer replacement but a full and complete re- Sese: 
at our Own game—passing the placement, to be seen and heard from now on. oses: 
word. With a bad product, they ete": 
have been consistently outselling eses: 
us.” meeting, the AMA board of direc-| the news that the student market- a> <! 
The Tuesday afternoon and| tors voted to continue the asso-| ing club program, under which > 
Wednesday sessions were largely| ciation’s central headquarters of-| students of marketing in univer- ae 
devoted to case histories of re-| fice in Chicago, and to submit to} sities and colleges are encouraged ; 
gional variations in product de-| the membership a plan for adding| to develop study clubs under the “—o SS ee. - SHR A os oe . 
mand, the effect of transportation | a third vice-president and two ad-| direction of AMA chapters, has ee er 
and price factors.on demand, and| ditional directors to the eight now} now grown to the point where = © 7 ote tataltata® po ‘ ; 
other technical subjects. elected. some 5,000 students are affiliated Tt PSS hl be ter ber het rt ar G ee 
At their sessions before the Great interest was expressed in| with the AMA through 65 such ee 8S ee ee eh Se eee ee Se 


42 Quick 


FOOD MEN, Quiexs 
YOUR DISH | 


@ Foop 


Pedal Lunch 


Bicyclists found lunches planned and packed espe- 
cially for all-day bicycle junkets at Howard John- 
son restaurants across the country. Foods were 
chosen which keep well. Sandwich-filling, bread 
and butter, lettuce and tomatoes, relish or dressing, 


Your ad next to this newsy, informative 


were packed separately in waxed paper to be as- 
sembled when the cyclist stops for a roadside snack. 


Yellow Margarine Prices Down 
On July 1, housewives in 33 states and the District 
of Columbia bought yellow margarine ’packed in 
bars at about 25% less than usual, due to the lifting 
of the 10¢-a-lb. Federal tax. 


Mechanical Milking 
To learn whether people would drink more milk if 
it were available, ice-cold, in slot-machines, Cor- 
nell University researchers installed mechanical 
milk-vending machines on the campus. 


Tomato Juice: Fresh Frozen 
Americans in many areas savored a new tomato 
flavor: frozen tomato juice-concentrate (by Birds 
Eye). This product is proving useful in sauces, soups, 
aspics, gravies, as well as for a drink with the tang 
of fresh tomatoes. 


Some Berry! 
QUICK passes on two little-known facts about water- 
melon for dinner-table conversation as the juicy 
slices are passed: 1) A watermelon actually is an 
outsized berry, 2) It comes by its name honestly, 
measures 93% water. 


page will reach the men and women in 
more than 850,000 families who now buy 
QUICK — America’s fastest-growing news 


QUICK’s handy pocket size makes it ideal 
for advertisements readers can shop from. 
QUICK “goes to market” in purse or pocket. 


 —— 


MORE NEWSSTAND COPIES SOLD EACH WEEK THAN TIME AND NEWSWEEK COMBINED _ 
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Cleveland Ad Club Elects 


The Cleveland Advertising Club 
has elected William A. Weaver, 
assistant to the president of Gris- 
wold-Eshleman Co., as president. 
The club reelected Stanley C. 
Patno, a vice-president of Fuller 
& Smith & Ross, as vice-president, 


and chose Wilmer E. Cordes, gen- 
eral sales manager of American 
Steel & Wire Co., as a new vice- 
president. D. James Pritchard, 
vice-president of the Society for 
Savings, has been re-named for 
the treasurer’s post and Horace C. 
Treharne returned to office as ex- 
ecutive secretary. 


HIGHEST 


in Des Moines, 
Hooper-wise! 


WHEN YOU’RE ON KRNT, 
YOURE ON THE BEAM! 


C. E. HOOPER SHARE OF AUDIENCE 


APRIL-MAY, 1950 DES MOINES, CITY ZONE 17,445 CALLS 
Time KRNT | B | Cc | D E 
Morning 44.1 | 3.1 | 8.6]/20.9] 17.1 
Afternoon 42.9 | 4.4 | 9.9] 12.3] 25.5 
Evening 27.5 | 7.9 | 7.6125.5|28.0 
Sat. daytime 30.6 | 4.5 |16.8 | 23.4] 14.1 
Sun. afternoon 29.0 | 9.7 117.2 ]18.9] 13.0 


TOTAL RATED 
TIME PERIODS........... 
—_—_______ 


35.1_|5.9 | 9.6 [20.4 |23.6 


DES MOINES 


THE REGISTER AND TRIBUNE STATION 


LOWEST 


PER-IMPACT 


cosT! 


BUY THAT 

Very highly Hooperated 
Sales results premeditated 
ABC Affiliated 

Station in Des Moines 


Represented by the Katz Agency 


impact of quality. 


today! 


Kany Sellen ow Cat os” 


Excello delivers quality printed 

sales messages on schedule and priced 
competitively to give you a better printing job at a 
lower cost and still deliver the 


*if you haven't received your 
copy of the Excello story of 
growth—send for a free copy 


XCELLO PRESS inc. 


LITHOGRAPHERS + PRINTERS 
40@ NORTH HOMAN AVENUE + CHICAGO 24, ILLINOIS 
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Nash, Sterling Drug, 
Pepsi-Cola Added to 
List of TV Sponsors 


New York, July 19—Television 
continued to take the play from ra- 
dio this week in the sales depart- 
ment. 

Nash Motor Division, Nash-Kel- 
vinator Corp., announced that it 
will join the list of network video 
sponsors Sept. 21 with a 30-minute 
dramatic program to be carried on 
CBS. Geyer, Newell & Ganger is 
the agency. The company, mean- 
while, is considering buying the 
Friday 10 p.m., EST, spot on CBS- 
TV for Kelvinator Division. 

“Sing It Again,” Columbia’s most 
liberal giveaway, which, in more 
than two years as a broadcast, has 
never been more than half sold out, 
already is three-quarters sold for 
its fall debut as a simulcast. The 
program will become a radio-video 
attraction starting Sept. 30 at 10 
p.m., EST. 

Carter Products (Sullivan, 
Stauffer, Colwell & Bayles), which 
currently carries 15 minutes of the 
show on radio, will continue as a 
quarter-hour simulcast sponsor. 
Sterling Drug (Dancer-Fitzgerald- 
Sample), which dropped out as a 
quarter-hour backer of the broad- 
cast this month, is set to simulcast 
30 minutes of the music and money 
session. This is Sterling’s first net- 
work nighttime TV buy. 


ws “We the People” (NBC), a vet- 
eran simulcast, is experimenting 
with separate shows for AM and 
TV. The telecast is carried live on 
Fridays at 8:30 p.m., EDT, while 
the broadcast is recorded earlier 
for airing at the same time. Gulf 
Oil Co. (Young & Rubicam) put 
“We the People” on a simulcast 
schedule two years ago. 

Not a simulcast, but one of TV’s 
busiest performers, Faye Emerson 
will start a three - times - weekly 
show for Pepsi-Cola Co. (Biow 
Co.) over CBS-TYV on Sept. 26. Her 
other regular network series 
(NBC-TV) is Snow Crop Market- 
ers’ “Fifteen With Faye.” 

Bendix Home Appliances will 
televise “Chance of a Lifetime,” a 
prize program, now an ABC radio 
sustainer, over ABC-TV, effective 
Sept. 6. Tatham-Laird is the 
agency. 


ws However, an ABC West Coast 
release pointed out today, one ex- 
ception to the rule of radio-to-TV 
transposition was the shift of 
“Space Patrol” from TV to radio. 

The program started in Holly- 
wood as a TV sustainer, but this 
week shifted to an AM national 
show heard 6:45-7 p.m., PDT, over 
the ABC network. No sponsor is 
indicated. 


NY SEEKS TO REMAIN 
CAPITAL CITY OF TV 

New York, July 21—Television 
week, being celebrated here by 
proclamation of- Mayor William 
O’Dwyer, marks the start of New 
York’s campaign to remain the 
capital city of the new industry. 

Municipal officials hope to main- 
tain the city’s sizable lead over 
Hollywood, which is still several 
hundred miles removed from live 
network service, as a source of vi- 
deo programming. Mayor O’Dwyer 
reports TV is providing jobs for 
29,000 persons in this area with a 
yearly payroll of $118,000,000. 

A highlight of the activity was a 
“television prediction party” tele- 
cast over WNBT and WOR-TV. 
This program gave RCA board 
chairman David Sarnoff and movie 
mogul Samuel Goldwyn, among 
others, a chance to forecast tele- 
vision’s future two years hence. 
Most of these prognostications were 
in a rather light vein, but Mr. 
Goldwyn played his lines abso- 
lutely straight when he told TV 
industry leaders he would see them 
in 1952—in Hollywood. 


Status of Radio 
and TV Industry 
Still Unsetiled 


(Continued from Page 1) 
receiving set production, and a 
freeze on new stations. 

For publishing, less immediate 
results, but in the event of a man- 
power pinch, resulting shortages 
of pulp might lead to curtailed 
production of newsprint and paper. 

Radio manufacturers already 
know that a substantial percentage 
of their capacity will be needed 
for military work. But they still 
do not know how much, or when. 


ws There is some feeling that set 
production will continue for sev- 
eral months yet. Many manufac- 
turers already have the parts they 
will need for their fall models. 
Moreover, details of the military 
programs and the specific orders 
still must be worked out. 

The cutback in TV production 
is going to hurt. However, industry 
members are hopeful that capacity 
can be expanded so that substan- 
tial civilian production will gradu- 
ally be restored in the event that 
a state of semi-mobilization con- 
tinues for a long period. 

The cutback raises several prob- 
lems. 

At the moment, the manufac- 
turers are wondering whether the 
military orders can be distributed 
within the industry so that each 
member will have sufficient civil- 
ian production to keep his name 
before the public. 


ws There is also the problem of dis- 
tributing the civilian production. 
Manufacturers are sure to get 
special pleas from TV operators 
in areas where TV is relatively 
new and the percentage of TV 
equipped homes is relatively low. 

In the 31 cities which currently 
have network facilities, there are 
just under 5,000,000 sets for ap- 
proximately 17,150,000 families. 

But in 31 cities which are not 
connected to the network there are 
only 1,300,000 sets for 7,225,000 
families. Moreover, without Los 
Angeles, which has 523,000 sets, 
the 30 remaining “non-connected”’ 
cities have only 780,000 sets for 
5,650,000 families. 

Representatives of newspaper 
and magazine publishing groups 
who have been here to offer their 
cooperation during the impending 
crisis find it hard to locate any 
reliable information. 


a At the National Security Re- 
sources Board, the entire forest 
production division—responsible 
for lumber, paper and other prod- 
ucts—currently consists of one ex- 
ecutive, one secretary and one file 
cabinet. 

The shortage of paper, should 
it come, would result from demand 
for more pulp than the nation is 
able to produce. During World 
War II, substantial quantities of 
pulp were required for shipping 
cartons. As a result, the supply 
available for production of paper 
was curtailed by order of the War 
Production Board. 

The outlook for radio and TV 
deteriorated as each day passed. 
Early in the week, radio manufac- 
turers believed that military or- 
ders would use only about 15% of 
the industry’s capacity. 


# By noon today the program had 
been broadened to the point where 
it appeared possible that as much 
as 50% of some components would 
be needed for the radar and prox- 
imity fuse orders. Radio industry 
members are bothered less by 
shortages of materials than by 
shortages of capacity. While the 
entire industry uses relatively 
small quantities of steel, copper 
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and other critical items, the same 
machinery is needed to produces 
military items that is ordinarily 
used for civilian items. 

Probably the most important 
items are the miniature tubes 
in proximity fuses. During 1g 
months of World War II, when the 
proximity fuse program was just 
beginning to hit its stride, mor 
tubes went into fuses than were 
used for the nation’s entire TV se 
production. 


Typographers Elect Fleming 


William Fleming, designer, has 
been elected president of the So. 
ciety of Typographic Arts, Chica- 
go. William L. Langdon, president 
of Art Inc., and Joseph L. Strause 
Jr., treasurer of Hillison & Etten, 
have been named vice-presidents, 
Natalie Cherry has been elected 
secretary-treasurer. 


Serutan to Street & Finney 


Street & Finney, New York, has 
been appointed by Serutan Co, 
Newark, to direct the Canadian 
advertising of Serutan, effective 
in September. 


NCO 


KENTUCKY 


1950 CENSUS: 
Preliminary Report 


POPULATION 


Retail Sales: 
$107,400,000 


Lexington, in its population éla 
is unmatched in the South. 
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U. S. Population 
Is 150,500,000; 
State Figures Told 


WASHINGTON, July 21—The Bu- 

reu of the Census will release a 

iminary census figure for the 

U. S. Sunday putting the nation’s 
population at 150,500,000. 

It has released census figures for 
the 48 states and District of Co- 
lumbia totaling 149,820,198. This 
figure will increase when reports 
are in for individuals aboard ves- 
sels at sea and certain other tran- 
sients. 

The 1940 U. S. population was 
131,669,275. 


s The Census Bureau figures for 
the 48 states are: 


States 1950 1940 
Middle Atlantic 
New Jersey 4,821,714 4,160,165 
New York 14,743,210 13,479,142 
Pennsylvania 10,435,965 9,900,180 
East North Central 
Illinois 8,696,490 7,897,241 
Indiana 3,917,904 3,427,796 
Ohio 7,901,791 6,907,612 
Michigan 6,334,172 5,256,166 
Wisconsin 3,417,372 3,137,587 
West Central 
lowa 2,609,748 2,538,268 
Kansas 1,898,519 1,801,028 
Minnesota 2.967,210 2,792,300 
Missouri 3,924,320 3,784,664 
Nebraska 1,308,394 1,315,834 
North Dakota 616,185 641,935 
South Dakota 650,025 642,561 
West South Central 
Arkansas 1,900,246 1,949,987 
Louisiana 2,669,043 2,363,880 
Oklahoma 2,330,256 2,336,434 
Texas 7,677,060 6,414,824 
Mountain 
Arizona 742,364 499,261 
Colorado 1,315,206 1,123,296 
Idaho 586,037 524,873 
Montana 587,196 559,456 
Nevada 158,278 110,247 
New Mexico 677,099 531,818 
Utah 686,842 550,310 
Wyoming 288,707 250,742 
Pacific Coast 
California 10,472,384 6,907,387 
Oregon 1,510,148 1,089,684 
Washington 2,361,261 1,736,191 
New England 
Connecticut 1,994,818 1,709,242 
Maine 907,205 847,226 
Massachusetts 4,711,753 4,316,721 
New Hampshire 529,881 491,524 
Rhode Island 786,324 713,346 
Vermont 375,786 359,231 
South Atlantic 
ware 316,709 266,505 
District of Columbia 792,234 663,091 
Florida ,734,086 1,897,414 
Georgia 3,418,120 3,123,723 
Maryland 657 1,821,244 
North Carolina 4,034,858 3,571,623 
South Carolina 2,107,813 1,899,804 
Virginia 3,247,781 2,677,773 
West Virginia 1,998. 1,901,974 
East South Central 
Alabama 3,052,393 2,832,961 
Kentucky 2,931,588 = 2,845,627 
Mississippi 2,171,806 2,183,796 
Tennessee 3,280,575 2,915,841 


Kratt Maps New Campaign 


Kraft Foods Co., Chicago, has 
announced plans for a new cam- 
paign next month featuring salad 
season specials. A spread will ap- 
pear in the Aug. 7 Life and the 
Aug. 12 Saturday Evening Post. 
The products promoted will be 
Miracle Whip, Kraft mayonnaise, 
Kraft French dressing and Miracle 
French dressing. The campaign will 
coincide with National Vegetable 
Week, Aug. 5-12. 


The read te peace 
has TWO turning points! 
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PRO PEACE—In this wordy 1,000-line 

newspaper copy last week, United World 

Federalists, Chicago, approved UN Se- 

curity Council action in Korea and urged 

that Congress take steps to strengthen 
the UN. 


Guild Raises Issue 
of War Service Pay 
in New York Dispute 


New York, July 21—A new is- 
sue in the World-Telegram & Sun 
strike arose this week when the 
New York Newspaper Guild asked 
for an expansion of the paper’s 
war service clause. 

During a meeting at the offices 
of the Fedearl Mediation & con- 
ciliation Service, the guild pro- 
posed that employes called to duty 
be given six weeks pay upon leav- 
ing the paper, reinstatement upon 
return to an identical job, and con- 
tinued time toward promotions 
during military service. 

At the same meeting, B. O. Mc- 
Canney, managing editor of the 
paper, offered to settle job and 
union security issues by adopting 
the clauses of the New York Times 
security issues covering these 
questions. The New York Times 
does not have a union shop, and 
management of the World Tele- 
gram & Sun has not reversed an 
earlier statement that it cannot 
agree to a union shop for its edi- 
torial department. 


mw Lee Wood, executive editor of 
the World-Telegram & Sun, stated 
that the eight printing unions re- 
fusing to cross guild picket lines 
are holding up settlement of the 
strike, according to reports reach- 
ing the paper. 

He said that the printing unions, 
which walked out June 13 at the 
beginning of the guild strike, were 
on a “suspended” basis as to union 
contracts and still have to make 
their settlement with publishers. 

The newspaper used full-page 
ads in metropolitan dailies today 
saying the guild shop and job secu- 
rity are the two main issues hold- 


ing up a settlement. 


Waterloo, Ia., may turn up on 
the basic list of A. C. Nielsen Co. 
and grocry product cities if 
current work proves successful. 
The company has not added any 
tities to the basic list since 1942, 
although several cities have been 
used for special purposes. 


. * * 
Kaiser-Frazer Corp. last week 
admitted it has looked at a few 
Presentations from agencies inter- 
ested in its account but says it has 
% present plans to change from 
William H. Weintraub & Co. “We 
are always willing to look at a new 
Presentation, but we are not on 
Prowl for a new agency,” Ralph 

Bockman of K-F said. 

. * o 
Among those mentioned last 
Week for the Broadcast Advertis- 


ing Bureau director’s job vacated 
by Maurice Mitchell (story on 
Page 35) was Eugene Thomas, 
manager of WOIC, Washington 
TV station recently sold by Macy 
interests to the Washington Post. 
Mr. Thomas, a popular NAB board 
member, is credited with doing a 
top development job for WOIC. 
. . e 

Cities Service Co.’s “Band of 
America” show under Maestro 
Paul Lavalle (Mondays, 9:30-10 
p.m., EDT) on July 17 orginated 
from the grounds of the Chicago 
Fair of 1950. It was the first time 
that the entire show had been put 
on away from New York, but the 
response, plus dealer enthusiasm, 
has encouraged the company to 
think seriously of four or five sim- 
ilar trips a year. 
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Last Minute News Flashes 


St. Regis Hikes Magazine Paper Rates 

New York, July 21—A gray market is developing rapidly in paper, 
AA learned this week, with some paper mill reported by jobbers as 
withdrawing price lists and quoting on basis of prevailing price at time 
of delivery. St. Regis Paper Co. advance quotations on all grades of 
magazine paper 5% to 10% or $15 a ton on some grades, which rep- 
resents a jump of nearly 9%over the $166 average price paid by pub- 
lishers during 49. Newsprint also is being quoted higher, with one sale 
reported during the week at $135 mill plus $20 a ton for freight. (Reg- 
ular contract price is $10 a ton.) Some mill representatives say that 
withdrawal of prices and higher quotations is to discourage specula- 
tion. Regular customers they say are being protected on regular com- 
mitments. 


American Chicle Names D-F-S for New Product 


New York, July 21—Dancer-Fitzgerald-Sample has been named by 
American Chicle Co., Long Island City, maker of Dentyne, Beeman’s 
Pepsin, Chiclets and other chewing gum, to handle the advertising for 
a new product. Advertising for the new product will be launched in the 
fall in newspapers, radio spots and TV. 


‘Iron Age’ Hikes Ad Rates 25% on Aug. I. 


New YorK, July 21—Iron Age will increase its rates effective Aug. 
1 approximately 25% and is boosting its circulation about 2,500 to a 
weekly guarantee of 26,500. New one-time b&w page rate will be $375 
and b&w 13 times $320. 


Time Inc. Boosts Powers; Income Rises 


New York, July 21—Stuart Powers, formerly merchandising man- 
ager of Life, has been named newsstand promotion manager of Time, 
Life and Fortune. Time Inc. has disclosed that it earned $5,041,600 in 
the first half of 1950, up from the $4,007,000 earned during 1949’s 
first six months. Net revenue from circulation, advertising and 
-film sales and rentals for the first half of 50 was $65,149,000 compared 
with $66,682,000 in the first half of 1949. 


Waterman to Introduce New Pen in ‘Life’ Ad 


NEw YorK, July 21—L. E. Waterman Co. will introduce a new 
fountain pen, The Leader, with a four-color page in the Aug. 28 issue 
of Life. The pen will retail in combination with a new self-feed 
pencil for $5.95. Following the introduction in Life, 500-line news- 
paper ads will run in 76 markets during the last week in August and 
early September. Announcement copy will use a “school” theme and 
stress the pen’s low price of $3.75. Six features, from the clip to a 
14-kt. gold point, are listed in describing the pen. Charles Dallas Reach 
Co., New York, handles the account. 


Paradize Plans Drive for New Plastic Wax 


Fairview, N. J., July 21—Preliminary testing of a new plastic wax 
by Paradize Products Corp. here, with three half-page ads in the 
New York Daily News, has been completed and plans for a fall and 
winter advertising campaign are being developed. Conti Advertising 
Agency, Ridgewood, N. J., has the account. 


Revlon Sets Newspaper Drive for New Lotion 

New York, July 21—Revlon will announce its new aquamarine lo- 
tion deodorant to New Yorkers via full-page ads in the New York 
Times and the Daily News on Sunday, July 23. A national newspaper 
campaign will get under way shortly. No magazines or other media 
are planned at the moment. The new product, says Revlon, “checks 
perspiration odor instantly ... protects you much longer than anything 
you’ve ever used before.” William H. Weintraub & Co. here is 
the agency. 


Store Sales Spurt Sharply; Other Late News 


e Reflecting the war-born buying surge, the Federal Reserve System 
last week reported an average increase of 24% in department store 
sales for the week ended July 15 over the corresponding week of ’49, 
the sharpest rise ever recorded since the federal agency started to 
gather reports. Specialty store sales were up 13% for the same week 
over a year ago. 


e Cunningham & Walsh has been appointed to handle advertising for 
American Export Lines and the Italian Line. Newspapers, magazines 
and business papers will be used. Wendell P. Colton Co. has handled 
the accounts. 


e The Simoniz Co., Chicago, expects to name its new agency about 
Aug. 15. Six agencies were invited to make presentations, three in 
Chicago (Foote, Cone & Belding, Leo Burnett and J. Walter Thomp- 
son Co.) and the New York office of Ruthrauff & Ryan, plus the Biow 
Co., and Sullivan, Stauffer, Colwell & Bayles. The Simoniz spot radio 
campaign over 32 stations will continue during the summer, although 
the John H. Sampson Co., Chicago, will not have the account after 
Aug. 1. A stepped up drive is expected to follow the new agency ap- 
pointment. 

e Glamour Products Co., Los Angeles, has appointed O’Brien & Dor- 
rance, New York, to handle television promotion for Vitrex, dietary 
supplement, in the East. Barton A. Stebbins Advertising Agency, Los 
Angeles, services the account on the West Coast. 


e An advertising revenue increase of 21.5% for the first six months 
of 1950 as compared with the same period in 1948 is claimed by Screen- 
land Unit (Silver Screen and Screenland). J. Fred Henry, who pur- 
chased the magazines in January, 1949, also announced a 32% gain 
in circulation during the first six months of 1950 as compared with 
June-December, 1948. 


e Four-color half-pages in The American Weekly, Ladies’ Home 
Journal, McCall’s, The Saturday Evening-Post and Woman’s Home 
Companion will feature cherry pie a la mode, hallmark of this year’s 
National Red Cherry Institute “cherry pie time” promotion. The drive 
begins Sept. 10 and continues to December. It will include radio and 
magazine tie-ins with bakery, ice cream and other national advertisers. 
Twenty-three food industry publications and point of sale material 
also will be used, through Western Advertising Agency, Chicago. 

e@ The FCC has ruled that CBS, in acting as a station representative 
has done nothing to violate the commission’s network rules. The FCC 
said it still has not decided whether or not it should add a rule to pre- 
vent networks from acting as station representatives. 
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Networks Reject 
ANA Invitation 
for Rate Talks 


(Continued from Page 1) 
exceeding their authority as an or- 
ganization of advertisers in at- 
tempting to dictate radio network 
rates. Such action will serve to em- 
phasize radio’s united front and 
the potency of advertising’s most 
effective medium. 


es The ANA refused to comment 
on the network statements until 
receiving official (written) word 
from the networks, and would not 
indicate today what steps it plans 
next. 

For more than two years the 
television committee has been 
studying radio’s circulation-cost 
problems, with particular empha- 
sis on the inroads made on AM by 
television. The presentation, which 
broadcasters were invited to look 
at, is a summation of their find- 
ings. 


a The ANA’s letters to the net- 
works invited them to separate 
sessions. This brought an im- 
mediate objection from Frank 
Stanton, CBS president, who said, 
in a letter to Mr. West. 

“The procedure of meeting with 
each of the four networks separte- 
ly seems unnecessary. I would sug- 
gest that all four networks be ex- 
posed to the presentation at the 
same time. This seems logical inas- 
much as the ANA membership is 
acting jointly through its commit- 
tee.” 

Later, while the joint meeting 
was in the process of being ar- 
ranged, the networks decided their 
best course of action would be not 
to attend the meeting. 


Betty Crocker Ad 
Research Extended 


MINNEAPOLIS, July 21—General 
Mills has selected late August or 
early September as the tentative 
dates for extending its Betty 
Crocker newspaper column experi- 
ment to two additional markets— 
Fort Wayne and Spokane. 

More than 100,000 lines of copy 
will run in each of the two new 
markets, or about 400 lines daily, 
according to present plans. 

Since Jan. 17, 1949, the com- 
pany has been running the 400- 
line newspaper test in the Chicago 
Tribune five days weekly. On an 
annual basis, about 104,000 lines 
of space are used, at a cost of 
about $140,000 a year. 

Purpose of using the Betty 
Crocker column in the two ad- 
tional cities is to check the experi- 
mental research approach in mar- 
kets which differ in size from Chi- 
cago. 


ws On a long-range basis, company 
officials feel that some type of 
supplementary medium will be 
needed for product promotion in 
non-TV markets. The Betty Crock- 
er column is one such supple- 
ment. However, it does not neces- 
sarily follow that such a supple- 
mentary medium cannot be used in 
TV markets, company officials in- 
sist. 

Copy research, sales tests, read- 
ership ratings and brand attach- 
ment studies will be continued or 
applied in both cities. 

C. S. Samuelson, advertising 
manager of the grocery products 
division, is supervising the Betty 
Crocker research projects, which 
knox Reeves Advertising handles. 


Crystal Tissue Names King 


Richard E. King, advertising 
manager, has been appointed sales 
manager of converted products of 
Crystal Tissue Co., Middletown, O. 
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‘Forbes’ Execs Get 
New-Type Offices 


New York, July 19—Forbes has 
equipped its editorial and adver- 
tising offices here with 19 units 
of the Korda-Room, a new devel- 
opment in functional office furni- 
ture. 

Basically, the Korda-Room is a 
movable semi-private office built 
around an L-shape desk. This desk 
carries its own file cabinets, book- 
cases, shelving and other accessor- 
ies. Each unit is separated from 
the next by partitions mounted on 


COMPACT—The integral file cabinets, bookcases, shelving and L-shape desk of 
Forbes’ new Korda-Rooms are shown at left above. At right is a view of some of 
the publication’s new space-saving rooms for its editorial and advertising executives. 


the desk-rims, not on the floor. 
Korda Industries, which esti- 
mated the Forbes installation cost 


at between $8,000 and $8,500, said 
studies show the new room “re- 
duced office space requirements 
30% or more and permitted up to 
35% more people to occupy a given 
floor space.” 

The Korda-Room is a develop- 
ment which E. I. du Pont de Nem- 
ours & Co. sponsored for its own 
use. It is manufactured under li- 
cense by Korda Industries, New 
York. 


7 hat do ; 
¢ people say 4 
| about fuel 
& oil and the 

COAL 


Thousands and ; 
thousands are saying: 


“Let's put in oil heat” -7 


HAT’S one reason 

why this industry 
is booming, why adver- 
tisers get such remarkable 
returns on their advertising 
investment in FUELOIL & 
OIL HEAT. If you have any- 
thing this market can use, take 
advantage of this opportunity. 


FUELOIL & OIL HEAT ¢ 232 Madison Ave. © New York 16, N. Y. 


| 
4 ‘ ‘ ; AK | 


COLOR 
PROCESS 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates, produced regularly for the lead- 
ing advertising agencies, that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-1 Service — Ad-setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order—a 
definite saving of your TIME, TROUBLE and MONEY. 
PHONE Whitehall 4-2300 


-FAITHORN: 


eg 
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Willard Lochridge, 
V. P. of JWT, Suffers 
Fatal Heart Attack 


EVANSTON, ILL., July 17—Willard 
F. Lochridge, 60, senior vice-pres- 
ident and account representative 
of J. Walter Thompson Co., Chi- 
cago, died at his home here last 
night of a sudden heart attack. 

Mr. Lochridge joined the agency 
in 1926 and for many years was 
associated with the Kraft Foods 
Co. account. 

Before joining JWT, he was an 
executive in the sales and adver- 
tising department of Alemite Corp., 
and previously was city editor of 
the old Kansas City Post. 


DOUGLAS C. BRACE 

TorRONTO, July 17—Douglas 
Chown Brace, 43, vice-president 
of James Fisher Co. Ltd., died July 
13 at the Toronto General Hospital 
from a cerebral hemorrhage. He 
joined the agency as an account ex- 
ecutive, and was appointed vice- 
president in 1946. 


B. DWIGHT RAY 

BLAIRSVILLE, Pa., July 17—B. 
Dwight Ray, co-publisher and bus- 
iness manager of the Gazette, In- 
diana, Pa., was killed July 13 in 
a highway accident. 


HAROLD G. McCOY 

PHILADELPHIA, July 17—Harold 
G. McCoy, 60, vice-president of 
Lewis & Gilman Inc., died at his 
home in nearby Malvern on July 
13, after a long illness. 

He was a veteran newspaper 
man and a pioneer in the field of 
public relations. Since the found- 
ing of Lewis & Gilman in 1942, he 
had been in charge of all public 
relations accounts. 


JAMES A. McNALLY 

PITTSBURGH, July 20—James A. 
MeNally, 47, account executive at 
Ketchum, MacLeod & Grove Inc., 
died here of a heart ailment July 
11, in West Penn Hospital. 

Mr. McNally joined Ketchum, 
MacLeod & Grove in 1943, after 
serving as executive vice-president 
of Albert P. Hill Co. He had been 
with the Hill company for 17 years. 


B. W. HUFFINGTON 

WASHINGTON, July 20—B. Walter 
Huffington, 41, director of station 
relations for the National Assn. of 
Broadcasters, died of a heart attack 
July 13, near Winston Salem, N. C., 
while on a membership tour of the 
southeastern states. 

Mr. Huffington joined the NAB 
May 18. Prior to that he had been 
general manager of WSAP, Ports- 
mouth, Va., and had served two 
years as national radio director of 
the American Red Cross. His radio 
work began at WTAR, Norfolk, 
Va., in 1937. He also had worked 
at WPTF, Raleigh, N. C., WPID 
and WSSV, Petersburg, Va., and 
WTMaA, Charleston, S. C. 


FRED E. EVANS 

Detroit, July 20—Fred E. Evans, 
59, a partner and owner of the 
Evans & Briesbois Advertising Co., 
died July 12 in New York where 
he was attending the furniture 
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June Sales of Chain Stores 


——- ——June -——_—_—. 
1950 1949 
Food Chains 
“Colonial Stores $16,368,000 820,000 
“Grand Union 14,923,695 14,166,257 
Des cxisin'd 14,370,162 13,312,949 
Kroger Co. ..... 65,797,835 62,976,429 
National Tea ... 23,052,759 20,663,361 
Group Total .. $134,512,451 $126,938,996 
Mail Order 
tSears, $220,653,684 $193,610,531 
in Apeenene 10,650,630 9,396,291 
Group Total .. $231,304,314 $203,006,822 
Drug Chains 
Th ankde naan $5,727.38) $3,266,008 
Walgreen ...... 283,954 988,932 
Group Total . $17,011,885 $16,755,028 
Variety and Miscellaneous 
Beck, A. S. 
Shoe $4,847,231 $4,539,549 
Bond Stores 
Butler Bros. 9,222,818 8,701,162 
tDiana Stores 
ih. pabtsie 1,218,201 1,239,355 
Edison Bros. ... 6,200,396 6,446,600 
Fishman, M. H. . 865,151 851,188 
Gamble-Skogmo . 11,494,065 10,667,151 
Grant, W. T. ... 20,364,346 19,435,039 
Grayson- Robinson 
rr 6,910,208 6,217,959 
tGreen, H. L. .. 7,914,450 7,849,610 
tInterstate Dept. 
re tee 5,222,721 4,775, 
Kinney, G. R. Co. 3,244,000 3,011,000 
Kresge, S. S. 22,868,712 1,954,046 
Kress, S. H. ... 11,396,666 11,797,947 
Lane Bryant, Inc. 4,181,337 4,278,069 
PE. ceveccas 11,178,799 11,067,794 
MeCrevry ....... 7,507,110 7,398,033 
McLellan Stores . 4,129,340 3,951,119 
Melville Shoe ... 7,330,396 6,890,4' 
Mercantile Stores, 
Dh. atts one 9,108,900 8,764,400 
Miller-Woh!l Co. 2,481,501 2,576,452 
urphy, G. 12,041,392 11,529,110 
Neisner Bros. ... 4,548,486 4,381,995 
Penny, J. «.+» 76,558,001 71,416,959 
Shoe Corp. of 
America .. 4,201,626 3,725,871 
Western Auto ... 14,018,000 10,378,000 
Woolworth, F. W. 46,519,146 45,028,593 


.. $326,318,582 $308,672,099 
"709,147,232 $655,372,945 


tFive month period. tEleven month period. “Five weeks and 18 weeks ending July 1. °Four 


% Gain ——————6 Months_————__ % Gag 
or Loss 1950 1949 or Loss 
+ 34 $85,698,000 116, +3) 
+ 5.3 52,177,939 45,147,934 +156 
+ 7.9 82,863,645 76,877,694 + 7g 
+ 40 381,357,040 380,963,411 + 9) 
+115 _ 136,970,520 125,213,715 + 94 
+ 6.0 $739,067,144 $711,318,754 + 39 
+14.0 $956,413,789 $878,708,717 
+13.3 63,356,364 55,464,701 ti 
+13.9 $1,019,770,153 $934,173,418 + 93 
— 10 $22,270,985 $22,582,385 — 14 
+ 2.3 78,223,629 77,922,865 + 04 
+15 $100,494,614 $100,505,250 — 
+ 68 $20,393,166 $20,586,093 — Q9 
+ 6.0 50,700,848 57,017,500 —l1L1 
—17 15,463,894 16,196,567 — 43 
— 38 35,699,606 37,989,749 — 60 
+ 16 3,994,098 3,957,646 + 09 
+ 7.7 52,355,515 59,325,063 — 67 
— 48 99,153,017 99,656,086 — 05 
+111 39,297,711 37,593,541 + 45 
+ 0.3 394,86: 36,681,638 — 0.3 
+ 9.4 24,026,337 24,035,823 —— 
+ 7.7 15,345, 15,333,000 + 01 
+ 42 123,081,385 125,226,062 — 17 
— 3.4 7,760, 71,975,134 — 59 
— 2.3 24,036,807 26,580,237 — 96 
+ 10 48,133,120 51,140,648 — 59 
+15 42,304,389 42,304,2' 
+ 45 19,429,582 19,551,981 — 06 
+ 6.4 33,673,012 34,671,486 — 29 
+ 3.9 44,596,300 44,428,400 + 04 
— 3.7 28,012,995 31,375,651 —10.7 
+ 44 63,128,598 62,494,467 + 10 
+ 3.8 24,317,165 24,794,453 — 19 
+ 7.2 379,272,495 376,466,210 + 08 
+12.8 17,341,168 16,706,054 + 38 
+35.1 65,434,000 52,775,000 +25.9 
+ 3.3 270,435,289 266,596,902 + 14 
+ 5.7 $1,701,271,919 $1,712,394,535 — 0.7 
} 82 $3,560,603,830 $3,458,391,957 + 30 
weeks 


and 24 weeks ending June 17. °Five weeks and 26 weeks ending July 1. 


show. Mr. Evans haa been in 
Detroit since 1914. 


PAUL RAYMOND KLOCK 

Cuicaco, July 20—Paul Ray- 
mond Klock, 42, account executive 
at Foote, Cone & Belding Inc., died 
July 15 at Libertyville, Il. 

He had joined Foote, Cone & 
Belding just two weeks ago after 
serving four years on the copy and 
plans staff at Noyes & Sproul Inc., 
New York. Prior to that he had 
been a salesman and in the adver- 
tising department at Abbott Lab- 
oratories. 

Mrs. Klock is a writer for 
WNYE-FM, New York. 


JULIAN G. ARMSTRONG 

New York, July 18—Julian G. 
Armstrong, 52, director of plan- 
ning and development of the Du- 
Mont Television Network, died 


here yesterday after a long ill- 
ness. 


LUTHER H. TUCKER 

MiamI, Fia., July 19—Luther 
Henry Tucker, 80, former part 
owner and publisher of the Coun- 
try Gentleman, founded by his 
father, died here July 16. 


Radio Sales Names Shaw 
William D. Shaw, account execu- 
tive with Radio Sales, station rep- 
resentative division of Columbia 
Broadcasting System, New York, 
has been named eastern sales man- 
ager of Radio Sales. He replaces 
Thomas H. Dawson, who left to 
join Edward Petry & Co., radio- 
TV station representative. : 


Joins Jones & Taylor 

W. E. Drury, formerly with Don 
Wagnitz Advertising, Midland, 
Mich., has joined the client serv- 
ice staff of Jones & Taylor & Asso- 
ciates, South Bend, Ind. 
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Building Circulation 
Is ‘Sunset’ Specialty 


Larry Lane in 22 Years 
Has Built His Magazine 
Strongly on West Coast 


San Francisco, July 20—Cali- 
fornia, the home of the big trees, 
Hollywood, Yosemite National 
Park and the Bohemian Club, is 
also famous for the outstanding 
success among regional magazines. 
Not counting The New Yorker, 
which is national in circulation 
and advertising influence, Sunset 
Magazine occupies a unique pos- 
ition as a medium which has won 
recognition from both national and 
regional advertisers because of the 
remarkable job it has done in at- 
taining effective coverage and in- 
tense readership in the seven 
states which comprise the Pacific 
Coast market it serves. 

Because many regional maga- 
zines have been established, but 
few have survived, both publishers 
and advertisers 
are interested in 
the whys and 
wherefores of the 
job which has 
been done by 
Larry Lane, pub- 
lisher of the mag- 
azine and head of 
the Lane Pub- 
lishing Co. His 
experience may 
be illuminating 
to space buyers 
trying to evaluate media in this 
classification, as well as to pub- 
lishers who are considering invest- 
ments in properties of regional or 
local influence. 


L. W. Lane Sr. 


a Currently, Sunset is among the 
leaders in magazine advertising 
gains, showing a 14% increase in 
linage compared with last year, 
and running at a pace which will 
give. it an advertising revenue in 
1950 of close to $2,000,000, based 
on a b&w page rate of $2,100. Its 
circulation, now at an all-time 
high, is 480,000, with a guarantee 
of 450,000. Its circulation revenue 
this year will approximate $700,- 
000, a figure of great significance 
in analyzing the solid position oc- 
cupied by the magazine. 

Mr. Lane bought Sunset in 1928, 
coming to the West Coast after 15 
years’ service with Meredith Pub- 
lishing Co., of whose publications, 
Successful Farming and Better 
Homes & Gardens, he was adver- 
tising director at that time. Sunset 
had been on the block after a dif- 
ficult period during which it had 
failed to attain satisfactory circu- 
lation or advertising position. It 
was established by The Southern 
Pacific in 1898, and disposed of to 
other owners in 1914. 


® The spectacular success which 
was later achieved did not come 
Suddenly, nor was it the result of 
luck. A definite policy was fol- 
lowed, and close adherence to it 
enabled the publication to estab- 


Population 
D Blanket coverage retail lumber, 
building material and coal dealers. 
NORTHWEST publication covers 
Mi ta, Wi in, North and 


South Dakota. 
IOWA publication covers lowa. 
1013 Fourth Ave. Se., Minneapolis 4, Minn. 


lish itself on a solid basis. 

First among the elements which 
contributed to this result was the 
development of an editorial “how 
to do it” service which was undu- 
plicated, as far as national home 
service magazines were concerned. 
The Coast has its own way of liv- 
ing, and the editorial program laid 
emphasis on the features which 
are important to the area and 
which differ materially from the 
mode of life in other sections. 

The four fields of editorial serv- 
ice, which the magazine took for 
its own, were building, food, gar- 
dens and travel. It has often been 
tempted to go beyond these classi- 
fications, but has successfully re- 
sisted the urge to’ expand its prim- 
ary editorial functions. 


a By this type of specialization, 
through which the owners of de- 
tached homes interested in the 
kind of service information sup- 
plied by the magazine were given 
material they could live by, a high 
degree of reader interest was de- 
veloped. This in turn enabled the 
magazine to obtain adequate cir- 
culation coverage of the market at 
relatively low cost, and thus to 
show a profit on the circulation 
operation. 

As a matter of fact, the net 
profit from circulation represents 
a high percentage of the entire 
operating profits of the business, 
and thus, in the opinion of Mr. 
Lane, puts it in a position to oper- 
ate successfully even under un- 
favorable conditions affecting ad- 
vertising sales. 


s The circulation program is based 
on the use of lists of charge ac- 
count customers of the leading 
stores in the Pacific Coast area. 
These names are ideal for circu- 
lation promotion purposes, and di- 
rect mail is used exclusively in 
contacting them. 

The cooperation of the stores is 
not only extremely valuable in the 
circulation effort, but they also 
play an important role in the mer- 
chandising of advertising, since 
they are usually enthusiastic in 
providing support for products ad- 
vértised in Sunset. 

While the magazine provides 
ample assistance for advertisers in 
merchandising their campaigns to 
the principal department and 
specialty stores in this area, it is 
considered extremely tough when 
it comes to “editorial cooperation.” 
Mr. Lane admits that some adver- 
tising contracts were declined at a 
time when they would have been 
extremely welcome, because of the 
fact that the advertisers demanded 
the publication of editorial materi- 
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QUALITY STORY—This is one of a series 
of ads appearing weekly in Boston news: 
papers for S. S. Pierce Co., retail food 
merchant, through Harold Cabot & Co. 
The ads are designed to reflect the qual- 
ity of the Pierce name and merchandise 
without selling price, and, according to 
the agency, they have won wide reader- 
ship and demand for the merchandise 
featured. 


al supporting their products. 

The rule at Sunset is that the 
editors must use only material of 
interest to their readers, and they 
are criticized more often for not 
hewing closely to the line in this 
respect than for any other reason. 
Advertisers have learned to res- 
pect the editorial integrity of the 
magazine, and hence demands for 
publication of editorial material on 
an “or else” basis are now ex- 
tremely rare. 

Mr. Lane is convinced that, for 
a regional magazine to succeed, it 
should have a basic advertising 
volume consisting of business from 
regional and local accounts. He 
thinks the ideal would be 75% 
regional and 25% national, al- 
though today the percentage of 
national is higher, running about 
40% to 45%. But because the mag- 
azine is the primary medium for 
the regional account, he feels that 
its position is strengthened by a 
large volume of business of this 
character. 


s Hence the magazine is split in- 
to three editions, northwest, cen- 
tral and southern, offering 90,000, 
170,000 and 190,000 circulation, 
respectively. The rate is slightly 
higher than for the complete edi- 
tion, but is based on a uniform rate 
per page per thousand. And even 
more important, the editorial con- 
tent is specialized to the locality, 
so that the reader in each area gets 
gardening information, for exam- 
ple, that applies specifically to its 
characteristic seasons and species. 

While this makes for consider- 
ably higher editorial costs, it also 
results in materially higher read- 


ership. Starch surveys, made over 
a considerable period, show un- 
usually high readership for both 
men and women, and likewise 
higher advertising readership 
among Coast readers than is usu- 
ally recorded here for similar copy 
in national magazines. Thus Mr. 
Lane is sure that this policy is 
paying off for both readers and 
advertisers. 


s When it comes to merchandis- 
ing, the program is to provide a 
complete kit of aids to retailers in 
pushing advertised products. But 
the material is furnished at cost, 
and the advertiser can buy any 
part of the available service he 
feels is needed. 

Since most of the merchandis- 
ing of nationally advertised prod- 
ucts is done through Coast distrib- 
utors, the merchandising repre- 
sents more than lip service, and is 
aggressively used by the distrib- 
utors to make sure that the cam- 
paigns pay off at the cash regis- 
ters of local merchants. 

One of the important depart- 
ments of the business is its books, 
covering all phases of home serv- 
ice on the Coast. While some of 
these consist of reprints from the 
magazine, many of them are writ- 
ten especially for book reproduc- 
tion. Sales are made on the news- 
stands, through stores and by mail, 
and the volume runs to about 
$150,000 a year. 


# An indication of plans for con- 
tinued expansion which have been 
made by Mr. Lane is the fact that 
a new building to house all depart- 
ments will shortly be erected at 
Palo Alto, 35 miles from San Fran- 
cisco. 


area, bordering a creek, and will 
have ample provision for kitchens, 
test gardens, etc., as well as space 
for the entertainment of guests. 
It will be one story in height, with 
an architectural design in keep- 
ing with the area and efficient 


from an operating standpoint. Its 
| proximity to Leland Stanford will 
|provide even closer contact than 
heretofore with many of the de- 
partments of the university. 

“We think the strong regional 
magazine is an asset to its com- 
munity and to advertisers whom it 
can logically serve,” said Mr. Lane 
in reviewing his 22 years with 
Sunset. “But because so few pub- 
lications of this type have suc- 
ceeded, it is evident that they must 
be carefully designed to bring to 
their readers information which 
they cannot obtain elsewhere. 
When the subscriber is well 
served, he responds with a type 
of readership which assures solid 
values for advertisers.” 


Swink Appoints Hale 

Daniel G. Hale has been named 
production manager of Howard 
Swink Advertising Agency, Mar- 
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Milton Stern Corp. Names 
Shinn Vice-President 


L. P. Shinn has 
been named vice- 
president in 
charge of the 
product merchan- 
dising division of 
Milton Stern 

¥ Corp., New York, 
\" advertising agen- 
cy and retail dis- 
: \\ | tribution consult- 
ant ee 
. product merchan- 
L. P. Shinn dising division is 
a newly created department. 

Mr. Shinn was formerly general 
merchandise manager of New- 
man’s Mercantile Stores in Mis- 
souri and Kansas. 


Long Quits KOA to Join WNBC 


Berry Long, formerly sales man- 
ager of KOA, Denver, has joined 
WNBC, New York, in a similar 
position. Duncan McColl, with the 
KOA sales staff since 1941, suc- 
ceeds Mr. Long. Jerry Lawton, for- 
merly with Rocky Mountain Mo- 
tor Co., has been added as an ac- 
count executive. 


Best Buy in 
~ SOUTHERN — 
NEW ENGLAND 


WTIC | 


FAMILIES 
in the WTIC 
BMB* Area 
have a gross 
effective 
buying income 
of kK 
$3,265,518,000 


*BMB Study #2, 1949 
**Copyright Sales Management 
Survey of Buying Power, May 10, 1950 


SUGGESTION —For complete WTIC-BMB Study 
call Weed & Co. 


PAUL W. MORENCY 
Vice President-General Manager 


WALTER JOHNSON 
Assistant General Mgr.-Sales Mgr. 
WTIC’S 50,000 WATTS 
Represented nationally by 


WEED & COMPANY 
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Developed to help you 
get more volume 


and a stronger market position 


The Chicago Tribune 
Consumer-Franchise Plan! 


YOU don't get the distribution and volume 
you want today if you don’t demonstrate to 
retailers that they can make more money 
on your brand than they can on a 
competitor's. Retailers are not interested 
in stocking and pushing a brand which 
their customers are not interested in buying. 


Advertising’s job, more than ever, is to sell 
the consumer before she goes to the store. 
It must work to build not just a dealer 
franchise but a consumer franchise— 
enjoyment of an important share of the 
day-to-day buying by consumers 
relatively undisturbed by competition. 


To meet the situation the Chicago Tribune 
has developed a sound procedure 

that can build a strong consumer franchise 
for your brand. Based on a first hand 
knowledge of selling at the retail level, 
the Tribune plan earns larger store 
inventories, better store displays and faster 
turnover. Through it you can cash in on 
the increasing trend towards fewer brands 
per line per store and self-service. 


Highly productive in Chicago, the plan 
can be put into operation in any market. 


It will win the support of your sales 

staff and distributive organization. Pointed 
for immediate sales volume, it provides 

a stable base for future expansion. 


If your salesmen are finding it tough 

to get retailers to take on or to keep your 
line, here is a way to change the situation. 
It calls for no special discounts, deals, 
premiums, or cut prices. It can give you 
the greater volume required by today’s 
higher break-even point. 


Whether you sell big units or a convenience 
product, you will want to know more 
about the consumer-franchise plan and 
how it works. It is a method that will 
interest executives who bear the 
responsibility of getting immediate sales 
and those concerned with long-range 
planning to assure continued company 
growth and profit. 


A Tribune representative will be glad to tell 
you how you can use the consumer- 
franchise plan to get greater volume and 

a larger percentage of consumer buying. 
Ask him to call. Do it now while the 
matter is fresh in your mind. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Chicago Tribune Representatives: A. W. Dreier, 1333 Tribune Tower, Chicago 11; E. P. Struhsacker, 
220 E. 42nd St., New York City 17; W. E. Bates, Penobscot Bldg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery St., San Francisco 4, also, 1127 Wilshire Blvd., Los Angeles 17 
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